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Rough Proofs 


Some of those shining dreams 
of the railroads of the future 
-would seem a little nearer reality 
to the mundane traveler if their 
diners would quit serving syn- 
thetic orange juice. 

Vv VF 

Media ads often show husband 
and wife smilingly reading their 
favorite newspaper or magazine 
together, but the harsh facts of 
family life say they usually fight 
over it. 

7+ @ F 

The advent of numerous new 
remedies for athlete’s foot proves 
either that the old products haven’t 
helped the situation or that there 
are a lot more athletes. 

7, FV 

“Electronic Roaster May Revo- 
lutionize Coffee Marketing.’’ Head- 
line in ADVERTISING AGE. 

Comes the revolution, green 
coffee will be roasted before your 
eyes. 

*, ¥ 

Senator Pepper says the patent 
medicine manufacturers are back- 
ing the doctors who oppose the 
compulsory health insurance bill, 
a bit of conclusion-jumping which 
suggests that his remarks be sea- 
soned with less pepper and more 
salt. 

~~ 2 ee 

Procter & Gamble, the world’s 
largest advertiser, is said to be 
“weighing” entry into the cos- 
metics field. If they’re talking about 
the advertising appeal, they’ll find 
it hard “o put scales under the 
moonshine. 

+, F ¥ 

The Louisville Courier-Journal 
won the oscar in the newspaper 
promotion contest, and of course 
the other promotion men admit 
that with the Derby, the distilleries 
and the gorgeous gals, Louisville 
has a lot to talk about. 

. @ FF 

“The old-time Southern maid is 
gone,” reports Electrical South. 
“They’re independent, high-priced, 
practically impossible to get.” 

Did you say Southern? 

— oe 

What was described in the UN 
controversy raging so hotly a few 
weeks ago as Connecticut’s poison 
may turn out by other standards 
to be Long Island’s meat. 

2 

Maybe, in spite of all the strikes 
and other production troubles, 
things are going to be all right. 
The Advertising Distributors of 
America are talking about the 
benefits of sampling again. 

+> VF 

“My record,” says a determined 
young woman of 32, “proves that 
I am reliable, competent and ex- 
ceedingly hard working.” 

But don’t let that “exceedingly” 
become “excessively.” 

7 | -¥ 

When Goldblatt’s found that 
Mandel Bros. was advertising new 
Studebaker trucks from the War 
Assets Corporation at $105 less 
than its figure, the quotation went 
down $150. Competition does hold 
down prices, Mr. Bowles. 

, ey 

Chester Ragland refers to a 
client purchasing a copy of the 
SEP “at an obscure newsstand” 
in Phoenix, Ariz., and Wes Knorpp 
will no doubt insist that nothing 
in the Arizona sunshine can be 
obscure. 

Copy CuB. 


$10,000,000 Shoe 
Service Campaign 


Breaks in Dailies 


Wholesalers, Shops 
Pledge Funds for 


Newspaper Series 


St. Louis, April 26.—With a 10- 
year $10,000,000 advertising cam- 
paign as its ultimate goal, the Na- 
tional Leather and Shoe Finders 
Association will launch its first 
consumer copy Sunday. The in- 
dustry - wide drive to sell more 
shoe repairing will break in 95 
newspapers of principal cities 
throughout the country. 

More than $400,000 has already 
been raised to assure a successful 
start of the association’s ambitious 
program, Irwin E. Douglas, man- 
aging secretary, informed ApDVER- 
TIsING AGE. Robert F. Branch, 
Inc., New York, is the agency in 
charge, and P-E-P, Inc., has been 
formed under Missouri law to di- 
rect operations of what the par- 
ticipating finders, or wholesalers, 
call their ‘‘Protection-Expansion- 
Program” to protect the present 
industry sales volume and expand 
consumer purchases of shoe serv- 
ice. 


‘Upside-Down Test’ 


Stressing pride in personal ap- 
pearance, the initial 225-line ad 
is captioned “Why doesn’t some- 
body tell them?” and adds “You’d 
be surprised how many folks think 
they’re well-dressed even when 
they have run-down-heels.” The 
public is urged to make the “up- 
side-down test” by turning shoes 
bottom side up once a week and 
checking for run over heels and 
too thin soles. 

The opening message and all 
subsequent ads are signed “Shoe 
Service Shops of America” and 
carry the P-E-P insignia, a globe 
accompanied by the industry sig- 
nature and official slogan, “At Your 
Shoe Service.” 

Sunday’s newspaper ads will use 
rotogravure where available. Two 
newspaper insertions are sched- 
uled for May and three for June, 
with the objective a minimum of 
once-weekly appeals. Radio spots 
and national magazines will be 
added later. 


Based on Sales 
The program is financed by 1% 
of purchases of 200 participating 
finders from their manufacturers, 
tanners and suppliers, and by one 
tenth of 1% of retail sales sub- 
scribed by more than 30,000 shoe 
service shops. Rubber heel and 
(Continued on Page 65) 


Are youaN.H.? 
. . . See ‘Ad-libbing.’ 


Page 12. Other fea- 

tures: 
Admen Coming Back .............. 42 
SS MES Or cere rer 12 
I oo ca xaevseens beneeence 
Getting Personal ................5. 21 
Information for Advertisers ......... 12 
i eee ee ee 55 
Photographic Review .............. 67 
St eT ree 24 
Rough Proofs .. 2... cc ccccccccccees I 
Voice of the Advertiser ............ 50 


Eversharp Starts 
8-Market Debut 


for ‘3-Year’ Pen 


Chicago, April 25.—Eversharp, 
Inc., announced in full-page in- 
sertions in newspapers of eight 
major cities this week that its new 
“CA” Repeater pen will be avail- 
able in stores in these markets on 
April 29. The introductory mar- 
kets are Akron, Buffalo, Chicago, 
Cleveland, Detroit, New York, 
Philadelphia and Pittsburgh. 

Similar introductory newspaper 
insertions, usually with dealer 
tie-up ads, will start soon in other 
cities. As reported by ADVERTISING 
AcE, March 18, double - page 
spreads, back covers and page in- 
sertions will be used for the new 
pen, which “writes for three 
months to three years on one 
reloading,’ in The American 
Weekly, Collier’s, Life, Look, The 
Saturday Evening Post, This Week 
Magazine and Time. The pen will 
be featured on “Take It or Leave 
It” and ‘Maisie,’ both on CBS. 
Biow Company, New York, has 
the account. 

“CA” stands for capillary ac- 
tion. Copy says—‘‘Reloads with a 
cartridge in 15 seconds . . . nothing 
to spill or stain. You can write 
in any color—any time—just by 
changing cartridges.” The _ pen, 
priced at $15, will be sold through 
28,000 retailers in this country and 
Canada. Reload cartridges are 50 
cents. 

Despite the aggressive introduc- 
tion, last fall, of a “two-year” pen 
—followed recently with a “four- 
year” pen—by Reynolds Interna- 
tional Pen Company, Eversharp is 
said to have done $30,000,000 of 
an estimated $65,000,000 volume 
by fountain pen manufacturers in 
1945. Parker, Sheaffer and Water- 
man, it is reported, followed in 
that order. 


IT’S HERE! : 
EVERSHARP CA REPEATER PEV 


WRITES UP TO 3 YEARS 


WITHOUT REFILLING! (depeodog oe bow mock yoo write) 
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Os oa tering, 


Octet me? ane 
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Paar 


See it! Try it! 
At leading stores 
In New York Area! 
Senet tamed — 
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% fe FVERSHARP CA REPEATER PEN 
ana ut yor geee joe the fist! 


ANSWER TO THE $64 QUESTION— 

Pages like this announce sale of Ever- 

sharp's new "Capillary Action" Re- 

peater pen, in eight cities, on April 

25. The Biow Company, New York, is 
the agency. 


Cornstarch Crisis 
Threatens Supply 
of Coated Paper 


Pulp & Paper Assn. 
Asks Immediate Aid 


from Government 


New York, April 24.—The 
American Paper and Pulp Asso- 
ciation today announced that a 
critical shortage of cornstarch is 
imminent, and that unless action 
is taken, the supplies of coated 
stock and paper shipping bags will 
be seriously affected. 

“Unless reasonable quantities of 
corn can be made available to the 
starch producers within the very 
near future,” the APPA said, “the 
supply of cornstarch will dwindle 

(Continued on Page 65) 


Last Minute News Flashes 


Jantzen Launches Seasonal Promotions 

Portland, Ore., April 26—Jantzen Knitting Mills, through Bots- 
ford, Constantine & Gardner, will start promotion for swim suits 
about May 15 with four-color pages in Collier’s, Esquire, Life, Made- 
moiselle, Photoplay, Seventeen and The Saturday Evening Post, and 
24-sheet posters in more than 100 cities. June campaigns for Jantzen 
Balleriono will appear in color in four magazines, and for Jan sun 
lotion in two magazines, roto sections of Sunday newspapers in 11 


metropolitan areas, and 24-sheet posters in 24 markets. 


The sweater 


drive starts in August in six magazines, foundation copy in five maga- 


zines. 


Expands Drive for Renuzit Liquid Cleaner 

Philadelphia, April 26.—Radbill Oil Company has expanded its com- 
paign for Renuzit liquid cleaner, using 33 newspapers in key cities in 
the East and Midwest, McCall’s and Woman’s Home Companion. Harry 
Feigenbaum Advertising Agency handles the account. 


Young & Rubicam to Get Evervess Account 

New York, April 26.—Pepsi-Cola Company, Long Island City, this 
week plans to announce the appointment of Young & Rubicam to 
handle Evervess sparkling water, new product introduced here last 


fall in newspapers and with sky-writing (AA, Nov. 12). 


Newell-Em- 


mett Company handles the bulk of the beverage account. 


Waterman Plans Ball-Bearing Pen 
New York, April 26.—L. E. Waterman Company plans to enter the 
ball-bearing fountain pen field, where Reynolds and Eversharp already 


have entries. 


F. D. Waterman Jr., president, told ADVERTISING AGE 


that the company has virtually completed its patent research, and has 


located suppliers for powder and ink and ball bearings. 


Production 


and sale, he said, are at least 60 days away. Charles Dallas Reach 


Company, Newark, is the agency. 


Newspapers, Magazines Get Don Q Rum Ads 
New York, April 26.—Schiefflin & Co. is readying a new campaign 
for Don Q rum, to use both newspapers and national magazines. Camp- 


bell-Ewald Company is the agency. 


(Additional News Flashes on Page 64) 


Dailies Foresee 
National Editions 
by Radio-Facsimile 


Radioed Newspaper 
for Home Receivers 


Shown ANPA by Finch 


New York, April 25.—U. S. 
newspaper publishers got a look 
this week at the latest devices for 
facsimile transmission of printed 
matter and pictures by radio and 
wire amid speculation and rumor 
concerning the effects of facsimile 
on present-day newsp.aper’ pub- 
lishing. 

One possibility being explored 
by publishers of several large pa- 
pers, it was learned, is the publi- 
cation of national editions simul- 
taneously in a number of large 
cities, using radio facsimile trans- 
mission to reproduce plates for lo- 
cal printing. A national edition of 
a New York newspaper could, it 
was said, be on the streets within 
one hour of its New York publi- 
cation in 50 or more cities through- 
out the nation. 

The equipment, developed dur- 
ing and since the war, was demon- 
strated by two organizations, Finch 
Telecommunications, Inc., Passaic, 
N. J., and Radio Inventions, Inc., 
New York, for delegates to the 
American Newspaper Publishers’ 
convention in session here. Both 
groups earlier had demonstrated 
the equipment for the Manhattan 
press and for Federal Communi- 
cations Commission members. 


4 Pages in 8 Minutes 


Capt. W. G. H. Finch, USNR, 
head of the firm bearing his name 
and owner of FM-facsimile sta- 
tion WGHF, New York, made the 
ANPA convention the occasion to 
inaugurate a radio facsimile news- 
paper called Air Press. It emerged 
from a receiving set in eight min- 
utes’ time—four pages, 8% by 11 
inches, each with four columns of 
printed matter including line 
drawings and halftones in typical 
newspaper make-up. Capt. Finch 
said his station was the first to 
contract with United Press for a 
“sponsored” facsimile broadcast. 
Air Press, it was explained, will 
carry paid advertising and will 
broadcast several editions daily for 
home receivers. 

Capt. Finch has also developed 
a method for receiving facsimile 
broadcasts on etched aluminum 
plates, it was said, from which it 
would be possible to print directly. 
This equipment was not demon- 
strated at the convention. 

At the same time, Capt. Finch 
reported that six FM broadcasters 
thus far have ordered the first 
Finch facsimile equipment to be 


In Two Sections 


Complete figures on 1945 
expenditures in newspapers 
of 107 cities by 1,882 adver- 
tisers appear in the handy, 
file-size second section of 
today’s issue. Keep it for 
reference. 
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delivered. They are: WHNF 
(WMGM), New York; KMGM, 
Los Angeles; KJBS, San Francisco; 
the San Bernardino Broadcasting 
Company, San Bernardino, Cal.; 
the Western Reserve Broadcasting 
Company, Cleveland, and WJJD, 
the Chicago Sun station, Chicago. 


Experiment Stage Over 


The Radio Inventions group 
demonstrated Hogan Faximile ap- 
paratus developed by John V. L. 
Hogan, head of the organization 
and president of the New York 
Times—owned Interstate Broad- 
casting Company. (WQXR- 
WQXQ). Earlier this month, Mr. 
Hogan reported, this equipment 
was “successfully demonstrated” 
to a group of 20 eastern and mid- 
western broadcasters who shared 
in its development. This group, 
known as Broadcasters’ Faximile 
Analysts, feels, Mr. Hogan said, 
that the experimental stage is 
past, the character of copy is now 
satisfactory, and “the publication 
of home facsimile newspapers has 
been pushed forward several 


| years.” 


Radio Inventions is not a man- 
ufacturing concern, its head ex- 
plained. General Electric Com- 
pany is undertaking the man- 
ufacture of equipment on Faximile 
designs and ‘will be working on 
the home job in the Bridgeport 
plant within a month.” 

Both the Finch and the RI peo- 
ple, whose machines bear general 
similarity in principle, pointed to 
the improved quality of transmis- 
sion now attained and proclaimed 
that facsimile is ready for home 
use—as soon as FM broadcasters 
get facsimile “scanning” apparatus 
(now in the making), and as soon 
as the public can buy home sets 
(some months away). 

Mr. Hogan hastened to point 
out that “we can’t really guess” 
when the public will get home sets 
in quantity. Guesses by various in- 
terested persons ranged from late 
this year to a year and a half 
from now. 

A point pretty well agreed upon, 
however, was that the inexpen- 
siveness of facsimile, as compared 


with television, both at the send- 
ing and receiving ends, would 
speed up its general use. Receiv- 
ing units, hardly bigger than a 
portable typewriter, are expected 
to retail for as little as $50 when 
quantity production gets under 
way. 
presses” would be attachable to 
FM receivers already in the home. 
Manufacturers also are expected to 
make them available in console 
combinations with radios and 
phonographs. Combination fac- 
simile-FM radios, Mr. Hogan be- 
lieves, may sell in the general 
price range of present-day phono- 
graph-radios—from $60 to $600. 


Teletype Outmoded 


Finch officials, hailing “the out- 
moding of teletype printers,” dis- 
played two new types of “duplex” 
facsimile machines designed for 
point-to-point, mobile or other 
commercial communication serv- 
ices. One is a high-speed unit 
capable of sending and receiving 
by radio 30,000 words or 2,760 
square inches of picture copy per 


| a ¢ 
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@ Yes, Sonny, and so does every man, woman and child in 
Indianapolis. The latest available figures show the Effective 


Buying Income per capita* in the Hoosier capital to be $2,015 


... higher than for any city of more than 100,000 in the entire 
East North Central States! 
Dominating this rich marketing area—and the 33 sur- 


rounding counties—is The Indianapolis News. More influen- 


tial than any other Indiana newspaper . . . whether you're 


selling food or tires, cosmetics or pipe tobacco . . . the News 


is a MUST on your national list. Advertise where the money 


NEW YORK 17— 


Dan A. Carroll, 110 E. 42nd St. 
CHICAGO 11—4J. E. Lutz, Tribune Tower 
INDIANAPOLIS 6—Jos. F. Breeze, Advertising Dir. 


THE GREAT HOOSIER DAILY 


THE INDIANAPOLIS NEWS 


st 


*Sales Management's 1945 Survey of Buying Power 


is—in the newspaper read by the people with money. 


—IN DAILY CIRCULATION 
—IN ADVERTISING 
—IN THE HEARTS OF HOOSIERDOM 


ALONE DOES THE NEWSPAPER JOB 


These “electronic printing | 


hour. The other is a medium- 
speed sender-receiver with a speed 
of 9,600 words or 918 square inches 
of picture copy per hour. Iden- 
tical in size (16 by 16 by 12 
inches), the machines are “prom- 
ised for early production.” 

Mr. .Finch, who served as a 
Naval Reserve captain in the 
Navy’s Bureau of Ships during 
the war and who now is head of 
the Facsimile Standards commit- 
tee of the Radio Manufacturers 
Association, said he hopes soon to 
institute “multiplex” facsimile 
broadcasting, in which voice and 
facsimile transmission are simul- 
taneous. 

At the Hogan Faximile demon- 
stration, Theodore Streibert, pres- 
ident of WOR, New York, and 
executive committee chairman of 
the BFA analysis group, said he 
hoped to have WBAM, the WOR 
FM outlet, on the air with fac- 
simile by November. (G-E should 
have transmitting equipment in 
the hands of broadcasters “before 
the end of 1946,” Mr. Hogan said.) 

The BFA group, organized in 
1944, consists of WOR, New York; 
WCAE, Pittsburgh (Hearst radio); 
WOL, Washington (Cowles Broad- 
casting Company; WING, Wash- 
ington, (Washington Post); WWL, 
New Orleans; WGN, Chicago, Chi- 
cago Tribune;) WMBH, New Bed- 
ford (Standard Times); WDRC, 
Hartford; WHK, Cleveland (Plain 
Dealer); KMBC, Kansas City; 
Toronto Globe and Mail (FM ap- 
plicant); WQXR, New York 
(Times); WABC, New York; Bos- 
ton Globe; KXOK, St. Louis 
(Star-Times); WABF, New York; 
KYW, Philadelphia; WOKO, Al- 
bany; WFIL, Philadelphia (In- 
quirer), and Faximile, Inc, (sub- 
sidiary of Radio Inventions). 


May Beat Television 


A committee composed of Mr. 
Streibert as chairman; Wayne Cov 
of WINX, C. William Lang of 
WGN and Roger W. Clipp of WFIL 
will consult on future policy of 
the group. 

Belief that facsimile will move 
ahead faster than television was 
expressed this week in a report re- 
leased by Jose E. diDonato of 
Compton Advertising, Inc., New 
York, on an eight-month survey of 
facsimile. His conclusion is that 
“we will see a complete coast-to- 
coast facsimile network before we 
see a complete television network 
—-primarily because of the eco- 
nomic factors involved.” 

Pointing out facsimile’s compar- 
ative cheapness, Mr. diDonato said 
that it will give ‘“‘all stations for 
the first time in radio history an 
opportunity to sell time around the 
clock. In other words, that unsell- 
able period from midnight to six 
in the morning will start to bring 
in revenue broadcast hours.” 

The agency man said he had 
“talked with some of the leading 
station operators in the Midwest 
and this is their plan of operation 
—as soon as FCC reaches a deci- 
sion on the standardization of fac- 
simile equipment.” 

Mr. diDonato’s report also points 
out that “facsimile can be recorded 
on regulation radio transcription 
records and later transcribed, re- 
producing as good a picture as 
normal facsimile transmission us- 
ing a fax scanner. The only re- 
quirement ... is a properly syn- 
chronized play-back turn-table.” 


ANPA CONVENTION 
REELECTS CHANDLER 


New York, April 25.—William G. 
Chandler, Scripps-Howard News- 
papers, was reelected president of 
American Newspaper Publishers 
Association at the close of its an- 
nual meeting here today. David W. 
Howe, of Free Press, Burlington, 
Vt., was reelected vice-president, 
and Edwin S. Friendly, New York 
Sun, continues as treasurer. S. R. 
Winch of the Oregon Journal. 
Portland, was elected secretary, 


‘|sueceeding Norman Chandler, Los 


Angeles Times. 


Advertising Age, April 29, 1946 


Ferry-Hanly 
Changes Name: 


Executives Shift 


New York, April 23.—Ferry- 
Hanly Company will change its 
name May 1 to Hanly, Hicks & 
Montgomery, Inc. At the same 
time, .the titles of the chief ex- 
ecutives will be altered. Over-all 
expansion plans will be announced 
later. 

The late Wallace J. Ferry and 
C. P. Hanly, president, founded the 
business in 1908, and opened a 


Hanly 


Hicks Montgomery 


second office in Chicago in 1920. 
In 1925, the New York office was 
established by Harry M. Mont- 
gomery, now executive vice-presi- 
dent and general manager, who 
will become president of the firm 
under its new name. 

Mr. Hanly will be chairman of 
the board. Thomas Edward Hicks, 
since January of this year a stock- 
holder and director, becomes ex- 
ecutive vice-president. L. T. Wal- 
lace, president of the agency’s 
Chicago subsidiary, Wallace- 
Ferry-Hanly Company, is a direc- 
tor of Hanly, Hicks & Montgom- 
ery. 

Ferry-Hanly accounts include 
Campana Sales Company, Batavia, 
Ill.; Chicopee Mfg. Corporation, 
Lumite division, Chicopee, Ga.; 
Chicopee Sales Corporation, New 
York; Edwards & Co., Norwalk, 
Conn., electric signalling devices; 
several divisions of Johnson & 
Johnson, New Brunswick, N. J.; 
Geo. E. Keith Company, Brockton, 
Mass., Walk-Over shoes; Quaker 
Lace Company, New York; The 
Ruberoid Company, New York; 
A. G. Spalding & Bros., New York, 
and Wallace Laboratories, New 
Brunswick, N. J. 


Stewart-Warner Names 


Charles I. Kraus, formerly head 
of the industrial sales division of 
Stewart-Warner Corporation, Chi- 
cago, has been appointed sales 
manager of the Alemite distribu- 
tion division. Gustave Treffeisen, 
in charge of automotive and farm 
sales of equipment and lubricants, 
has been named assistant sales 
manager. 


Agency Advances Jones 


Richard K. Jones has been pro- 
moted to media director of Ralph 
H. Jones Company, Cincinnati. He 
was formerly Rez stant to William 
Frietsch Jr., peste director, who 
resigned recentfg:9 take a similar 
position with ann-Erickson, 
Inc., Chicago. 


@ Set entirely with FOTOTYPE, this 
ad is just a sample of what can be 
done with this amazing new type- 
setting device-and it cuts costs, too, 
eliminating display type and hand 
lettering charges. Quick, simple, eco- 
nomical ... any office girl can be your 
compositor. 

Write TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 modern types now available. 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 6 
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FROM MACFADDEN PUBLICATIONS, Inc. 
A GREAT NEW MAGAZINE... 


First Issue:—September—released August 28th, 1946 


Three hundred sixty millions of tickets to sport events are bought in each year... thirty Authorities now at work 
millions each month... nearly one ticket each month for every American family! Men on SPORT features 
readership of sporting news in their newspapers leads 32 out of 37 editorial classifications, 
yet to serve this basic, intense interest of men in sport, not a single major sports magazine 
for spectators is in existence! 

To fill this need, Macfadden Publications, Inc. announces SPORT—a new magazine 
built to reflect the drama of sports; a new magazine designed to bring to life, on the printed 
page, the lives and personalities of people topmost in sport. 

SPORT’s first issue, dated September, 1946, will be on the nation’s newsstands August 28th. 

While SPORT’s early print orders must be determined (to a considerable extent) by 
paper availability, its minimum distribution will be 250,000. Its original guarantee will be 
200,000—its page rate per thousand, based on guarantee: $2.50. 

Color forms for SPORT’s premier edition will close on June 20th, black and white forms 
on July 1st. Rate cards now in the mail. 


Note: To arrange for the showing of a fifteen-minute presentation, including all facts on SPORT as a major 
advertising medium, write: John F. Schiller, 205 E. 42nd Street, New York City; Charles H. Shattuck, 221 N. La 


Salle Street, Chicago; Joe Dooher, Russ Building, San Francisco. 


Bill Stern Bill Cunningham 
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Ad Bureau Unit 
Names Committee 
for NAEA Project 


New York, April 24—An NAEA 
project committee to assist in de- 
veloping one phase of the four- 
point program recommended for 
newspapers this month by the 
Newspaper Advertising Executives 
Association in Asheville and Mil- 
waukee (AA, April 15) has been 


‘appointed by Don Bernard, Wash- 


ington Post, chairman of the re- 
tail committee of the Bureau of 
Advertising, American Newspaper 
Publishers Association. 

Chairman of the sub-committee 
is George Steele, Philadelphia 
Bulletin, and serving with him are 
George Grinham, St. Louis Globe- 
Democrat, and Earl Maloney, 
Peoria, Ill., Newspapers. 

The major project proposed by 
the NAEA on which the sub-com- 
mittee will embark is the collec- 
tion of proved, successful news- 


paper advertising campaigns, poli-;White & Co. 


cies and techniques with particu- 
lar emphasis on the retail field. 
The group will gather information 
on retail campaigns in various 
classifications, and, working with 
local newspapers, will work out 
procedures, policies and continui- 
ties of campaigns as guides for ad- 
vertising managers to follow. 


Form Atlanta Agency 

J. A. Kirkland and Frank W. 
White have formed an agency in 
Atlanta to be known as Kirkland, 


For several years, 
both were in the advertising de- 
partment of the Atlanta Journal. 
The agency’s offices are located at 
124 Poplar St., N. W. 


$96,000 for Formfit 


Formfit Company, Chicago, 
which is credited in the Media 
Records tabulation with 1945 
newspaper expenditures in 107 
cities of $79,448, actually spent 
$96,238 in newspaper advertising 
—exclusive of dealer cooperative 
advertising—in the newspapers of 
114 cities, the company asserts. 


WHAT THEY SAY=GZE5~ 


Take a look at influence personified—the 


outstanding few in any group whose opin- 


ions carry weight. They are natural leaders 


—the personalities looked up to... and 
followed by the crowd. You'll find them 
in every community. And more likely than 


not, in the smaller cities and towns, the 


majority of them will turn out to be PATH- 


FINDER subscribers. Typically — they’re 


heads of businesses... or lawyers... elec- 


ted officials ... doctors... those trained 


in many fields. Most certainly, they’re sub- 


stantial and progressive. Influential. 


Pathfinder 


FAMILY NEWS WEEKLY FOR MAIN STREET, 


‘Advertising Offices: Philadelphia, 230W. Washington Sq. 


GRAHAM PATTERSON, 
PHILADELPHIA 5, 


© New York, 420Lexington Ave. 


PATHFINDER is the family news weekly 
read by these people in the 17,000 towns 


and smaller cities that constitute Main 


Street America. As such—this keenly-edited 


national magazine wields an influence of 


tremendous proportions ... one that af- 


fects buying habits of subscribers. And 


through them, of the millions who follow 
the leaders. PATHFINDER circulation... 


fast growing... will itself hit one million 


by December. A mighty influential force 


on Main Street where 60% of the nation 


shops. 


U. S. A. 


Publisher 
PA. 


¢ Chicago, 180 North Michigan Ave. 


Detroit, General Motors Bidg. 
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Third of ANA 
Members Spend 
$1,000,000 Each 


New York, April 24.—Of the 428 
advertisers in the Association of 
National Advertisers, 33% spend 
$1,000,000 or more annually in ad- 
vertising, Hugh W. Hitchcock, di- 
rector of advertising and public 
relations for Packard Motor Car 
Company and chairman of the 
ANA membership committee, re- 
ported last week at the association 
meeting in Rye, N. Y. 

ANA, which was organized with 
15 members in 1910, increased to 
283 by 1936, and has grown by 30% 
in the last two years, Mr. Hitch- 
cock disclosed (AA, April 22). 
Membership drives, aimed from 
time to time at advertisers in vary- 
ing expenditure groups, will in the 
next few months concentrate on 
those companies which spend 
annually $500,000-$1,000,000, a 
spokesman for the association told 
ADVERTISING AGE. 

Today, 13% of ANA members 
spend $500,000-$1,000,000 yearly in 
advertising, 14% spend $300,000- 
$500,000, 21% spend $150,000- 
$300,000, and 19% spend under 
$150,000. A total of 37.5% of the 
members are located in the Mid- 
west, 32.3% in and around New 
York, 15% in the East (exclusive 
of the New York area and New 
England), 9.8% in New England, 
and 2.2% each in the South and 
Far West. 


Chelsea Cigarets 


to Duane Jones 


New York, April 25.—Larus & 
Bro. Company has switched the 
Chelsea cigaret account from War- 
wick & Legler to Duane Jones 
Company. Warwich & Legler will 
continue to handle Edgeworth and 
Holiday tobacco and Domino 
cigarets. 

Mr. Jones, formerly with Larus 
as account executive on Edgeworth 
tobacco at Blackett-Sample-Hum- 
mert in 1937, has not made spe- 
cific plans for Chelsea advertising 
as yet. During the war, Chelsea 
sales increased heavily as a result 
of the shortage of leading brands, 
but current sales figures indicate 
a sharp drop. 

Chelsea advertising was most 
frequently tied in with Edgeworth 
during the war, and it has not to 
date received any intensive in- 
dividual promotion independently 
of other Larus brands. 


Walter Baker Elects 


Fest Vice-President 
Arthur KE. 
Fest, general 
sales manager 
since December, 
1943, of Walter 
Baker & Co., 
Dorchester, 
Mass., division 
of General 
Foods Corpora- 
tion, has been 
elected a vice- 
president: of the 
unit. He will 
continue in 


Arthur Fest 


charge of sales of all Walter Baker 


products. He joined the company 
as an associate merchandising 
manager in 1938. 


Walgreen's Prices 
Near Market Average 


Walgreen drug stores establish 
prices within a range that is “an 
average” of competitors, accord- 
ing to C. W. Mulaney, Chicago, di- 
rector of merchandising. 

A story in ADVERTISING AGE 
April 22 gave the erroneous im- 
pression that Walgreen’s price 
range is “higher than the average 
of Walgreen’s competitors.” 


Appoints Kruidenier 

Philip. Kruidenier has been ap- 
pointed assistant business manager 
of the Minneapolis Star - Journal 
and Tribune. 
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_—— | YOUR PRODUCT, when it is advertised in the advertisements in it. Thus each adver- Women know . .. 


gus im- 
TE ning Good Housekeeping, has two reputations tisement has greater conviction here than 


average 
to recommend it—yours and ours. it could have anywhere else. 


And ours is a valuable plus for yours. And there is no need to tell you that the 
een a ” . . . . . . 

nanager For the confidence women have in the in- power of conviction is a major force in we give this seal to no one— 
Journal the product that has it, earns it. 


tegrity of Good Housekeeping extends to making sales. 
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Public Invited 
to Buy ABC Stock 
as Net Expands 


New York, April 26—The 
American Broadcasting Company 
will offer “a substantial amount” 
of stock for public subscription, 
proceeds to be used for expanding 
present facilities and developing 
frequency modulation and televi- 
sion, Edward J. Noble, chairman 
of the board, announced today. 

Consummation of the plan will 
await approval of the FCC and 


' registration of the new securities 


with the Securities and Exchange 
Commission. Dillon, Read & Co. 
will handle the deal. 

Holdings of present stockholders 


|will not be affected, and owners 


of stations affiliated with ABC will 
be eligible to buy stock. With 204 
affiliates, of which four are owned 
end managed by ABC, the net- 
work’s gross billings have grown 
from $14,000,000 in 1942 to $40,- 
000,000 in 1945. For the first quar- 
ter of 1946, they were $10,600,000. 


Lavin Plans New Agency 


Barney Lavin, recently returned 
from the Marine Corps, has re- 
signed as general manager of 
WDAY, Fargo, N. D., to open an 
agency in Fargo. Mildred Greger- 
son, publicity director of WDAY, 
and Robert Dobbin, in the station’s 
continuity department, have re- 
signed to join the new agency. 
Mr. Lavin has set the starting 
date of the agency, Barney Lavin, 
Inc., for June 1. 


Curran Jr. Advanced 

James Curran Jr. has been ad- 
vanced from assistant advertising 
manager to advertising manager 
of the Florists’ Telegraph Delivery 
News, published by Powers & Co., 
Detroit. 


Studebaker Names Piper 
Sales Promotion Manager 


A. W. Piper has been named 
sales promotion manager of the 
Studebaker Corporation, South 
send, ind. He will direct the 
planned expansion of the com- 
pany’s sales promotion program. 
Previously, he held various ex- 
ecutive positions in sales and sales 
promotion. 

Mr. Piper started in the auto- 
motive field as a retail salesman 
and then in 1939 joined an auto- 
motive export company which 


took him to India as advertising 
and sales promotion manager of 
Bombay operations. In 1942 he 
returned to the company’s New 
York office. 


To Broadcast Fight 


Gillette Safety Razor Company, 
which sponsors Friday night box- 
ing bouts held in Madison Square 
Garden, over the ABC network, 
has signed to broadcast the Joe 
Louis - Billy Conn heavyweight 
boxing fight from the Yankee 
Stadium, June 19, over the ABC 
and the Canadian Broadcasting 
Corporation’s Dominion network. 
Maxon, Inc., is the agency. 


KMA Names Avery 


May Broadcasting Company, 
Shenandoah, Ia., has appointed 
Lewis H. Avery, Inc., as national 
representative for Station KMA. 
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Discharge Emblem 
Like 1925 Badge, 
War Dep't Opines 


Shies Away from 
Legal Ruling in 
Mickelson Dispute 


Washington, April 25.—The War 
Department told ApvERTISING AGE 
today that the armed forces’ dis- 
charge emblem “is the same as a 
design for a badge for service de- 
veloped in 1925,” but the depart- 
ment did not provide a legal opin- 
ion that the emblem is a matter 
of public domain. 

In its statement, however, the 
War Department outlined the his- 
tory of the emblem, explaining 
that this factual presentation 
should enable private legal coun- 
sel to determine the validity of 
a Class K copyright claim which 
Larry Mickelson & Co., Portland, 
Ore., printing company, is seeking 
to enforce. 


Sought to Restrict Use 


When Mickelson served notice. 
last February that he intended to 
restrict “use of this emblem where 
its use will have a definite adver- 
tising value,’ ADVERTISING AGE 
and the Advertising Council in- 
dependently consulted Arthur Du- 
bois, special assistant to the Quar- 
termaster General. 

Michelson’s letter, received by 
ADVERTISING AGE and by a num- 
ber of advertisers cooperating in 
the council’s information program 
for the discharge emblem, said 
that “everyone seems to have the 
impression that this design was 
created by the government and as 
such is public property.” 

He mentioned copyright No. 
58063 Class K which, investiga- 
tion shows, was issued by the Li- 
brary of Congress April 9, 1945, 
to Peter McHugh, 3588 E. G St., 
Tacoma, Wash. Advertising Coun- 
cil minutes show that on that 
same day, the council was meeting 
with Veterans Administration and 
other agencies planning the dis- 
charge emblem publicity cam- 
paign. 


Parmentier Issues Statement 


The War Department statement, 
signed by Col. Douglas Parmen- 
tier, chief of the news division, 
Bureau of Public Relations, was 
written after two months’ study. 
It reported: : 

“An investigation made by this 
office into the origin of the design 
used on this button disclosed the 
fact that it is the same as a de- 
sign for a badge for service de- 
veloped for the War Department 
in 1925. 

“That badge was exhibited in 
the general sales stores operated 
by the Quartermaster Corps and 
was issued and sold to authorized 
individuals for wear in public. 

“Since that date the badge has 
been offered for sale by private 
military supply houses. 

“It was also illustrated in Army 
Regulation 600-35 dated 10 No- 
vember 1941. 

“The original badge differed 
from the present button only in 
having alternate vertical white 
and red stripes in enamel along 
the lower half of the ring, instead 
of the stripes of the present but- 
ton, and in having a blue enamel 
chief bearing the words “National 
Defense” in the upper portion of 
the ring, which in the present 
button is now colored. 

“In the light of the above facts, 
your private counsel can give you 
a legal opinion relative to the 
validity and possible infringement 
of existing copyright registrations 


by use of the design of the service 
lapel emblem.” 
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...t0 most Seattle Homes 


No one who approaches Seattle by sea will ever forget 
the clanging channel buoys . . . the thrilling panorama 
of lights and buildings that rise literally from the 
Pacific. No question! Here is a throbbing, thriving, great 
and prosperous city! And there is one clearly marked 
channel into most Seattle homes— THE SEATILE 
Times. It is Seattle’s favorite newspaper—by all com- 
parisons the FIRST advertising medium in Seattle. 


Represented by: O'MARA & ORMSBEE, INC. * NEW YORK © CHICAGO «..DETROIT * LOS ANGELES * SAN FRANCISCO 
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Building Supply 
Survey Reveals 


Danger to Trade 


Chicago, April 25.—An appalling 
record of non-delivery plus the 
taint of black market operations 
was revealed this week in a rep- 
resentative 15-state survey by 
Building Supply News, Chicago 
trade publication. 

Said Building Supply News: “If 
materials are being produced in 
volume, dealers would like to know 
who gets them— They aren’t.” 
It- listed the percentage of dealers 
in 15 states—ranging from 30% 
in Oklahoma to 58% in Wisconsin 
—who have received no lumber at 
all so far during 1946. Those who 
did receive any during the same 
period were able to obtain an ap- 
proximate 10% of their normal 
supply. 

Astonishing percentages of non- 
delivery ranged throughout the 
lists of supplies, including brick, 
sewer pipe, gypsum lath and wood 


shingles. 

Building Supply News revealed 
that such practices as shipping 
hundreds of pounds of butter in 
return for assurances of delivery 
of lumber were freely admitted by 
building supply dealers, who 
gloomily predicted failures of large 
numbers of dealers in the near 
future. 

Chief target of complaints was 
the much-battered OPA, which 
was accused of everything from 
malingering to breaking down 
completely. 


Leaves Borg-Warner; 
Saylor Named A.M. 


T. L. Kennedy, advertising man- 
ager of the Ingersoll steel divi- 
sion of Borg-Warner Corporation, 
has resigned to establish a new 
business, making and distributing 
specialized wood products. Lynn A. 
Saylor, previously in the adver- 
tising and promotion department 
of Edison General Electric Appli- 
ance Company, and with Certain- 
teed Products Corporation, has 
been named to succeed Mr. Ken- 
nedy as advertising manager. 


Chicago Ad Women 
Elect New Officers 


The Women’s Advertising Club 
of Chicago has elected the follow- 
ing officers for the year 1946-47: 
President, 
Blanche Mar- 
tin, advertis- 
ing aud sales 
manager for 
Book Trails, 
Child Develop- 
ment, Inc.; first 
vice - president, 
Julia C. Steven, 
president, Ste- 
ven Candy Kit- 
chens; second 
vice - president, Blanche Martin 
Marjorie Van 
Wormer, home economics director, 
Ekco Products Company; record- 
ing secretary, Virda Youngberg, 
State Teachers Magazine, and 
treasurer, Florence Mueller, ad- 
ministrative assistant, Paul Grant 
Advertising. 


Joins Process Color - 


Gerry D. Gerrard has joined the 
Process Color Plate Company, 522 
S. Clinton St., Chicago. 


Gill Suggests One 
Radio Rating Firm 
fo End Confusion 


New York, April 24.—In the 
present confusion as to the value 
and comparative use for adver- 
tisers and agencies of the various 
types of .radio rating services, 
Samuel E. Gill, director of mar- 
keting and media for Sherman & 
Marquette, suggested today to the 
radio group of the American Mar- 
keting Association that a “single 
rating service be developed which 
would provide the advertiser with 
a standard measure and means of 
program evaluation.” 

Mr. Gill said that the radio 
services “do not point out nor 
stress exactly what it is they are 
measuring,” and that “no two rat- 
ings on the same show are the 
same” from the three major serv- 


ate 


~ 


time-table 


Rings in this Western Pine log tell an industry story of growing commercial forest crops. * Toward the 


center the wooden circles are close together. Toward the bark they are far apart. * There’s a reason. 


Immature and new trees grow faster in selectively harvested Western Pine forests protected from fire. 


Also, they are self-renewing. * Idaho White Pine, Ponderosa Pine and Sugar Pine are the Western 


Pines—friendly woods for friendly living. The Western Pine Association has been our client for 21 years. 
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ices—Hooper, Cooperative Analy- 
sis of Broadcasting and the A. C. 
Nielsen Company. 

In Mr. Gill’s opinion, the ideal 
radio service should be based on 
a sample of approximately 5,000 
homes nationwide to represent an 
adequate cross section of all types 
of American homes, by geographic 
areas, time zones, city sizes, race 
and family size. 


Asks Weekly Reports 


Favoring the metered audience 
measurement method, Mr. Gill 
feels, however, that it should be 
supplemented “at regular intervals 
by personal interviewing not only 
of all those families in the sample, 
but in families outside of the 
sample, to determine if possible 
the depth of sponsor identification 
and further information with re- 
gard to general over-all listening 
habits, audience composition and 
public reaction to major programs 
now and in the future on the 


Sir.” 
Standard broadcast, frequency 
modulation and television § all 


should be covered, with reports 
issued 52 times a year, each cover- 
ing a single broadcast only. 

Further, Mr. Gill proposed that 
the rating service “provide data 
on general listening habits by 
hours of the day, days of the 
week, months of the year; that a 
system be devised to rate network 
preference; that data be processed 
to give information on number of 
homes reached per dollar expended 
both for time and talent... in 
addition giving data on minute-by- 
minute audience, the effects of 
competition, the effect of preced- 
ing and following programs, and 
the relationship between ... the 
number of people who tuned in 
at any time during the program 
and average audience... 


Favors Single Service 


“This would provide a guide 
for the purchase of talent, the 
placing of commercials . .. and 
the efficiency of one-minute spots 
and chainbreaks. . .” 

Because of the value to adver- 
tiser and agency of receiving rat- 
ing reports at the earliest possible 
moment, Mr. Gill suggested that 
electronic recording devices be 
developed to ‘speed up the report- 
ing of basic data such as number 
of sets in use and program rat- 
ings,” followed at a later date by 
more detailed analyses. 

On the price of such an ideal 
service to an advertiser and his 
agency, Mr. Gill said he was 
“fully confident that if all the 
money currently expended for 
radio rating and rating services 
today were lumped, the sum would 
be sufficient to more than cover 
the operating expenses of this 
single unified service.” It could 
be a privately owned and oper- 
ated service, he thinks, recom- 
mending that the industry could 
control it “by an advisory com- 
mittee representing stations, net- 
works, advertisers, advertising 
agencies and, perhaps, radio sta- 
tion representatives as well, who 
would supervise the work of the 
radio reporting organization doing 
the job.” 


Jergens Contest Winner 
Gets Decade of Nylons 


Six hundred and one _ lucky 
ladies (or gentlemen) can avoid 
standing in line and receive ny- 
lons with little or no effort if they 
win the Andrew Jergens Com- 
pany’s six-week contest, currently 
running on the company’s two 
American Broadcasting Company 
programs—‘“Walter Winchell” and 
“The Louella Parsons Show.” 

Sending in part of a $1 box 
of Jergens Twin make-up com- 
bination with 25 words or less 
on why they prefer Jergens face 
powder, the top winner will be 
given a 10-year supply of nylons, 
100 additional contestants will win 
12 pairs of nylons apiece and the 
next 500 winners will be awarded 
two pairs each. Jergens’ agency is 
Lennen & Mitchell, New York. 


a ree oe taal eee wee rea a 3 - : ) . = eae bi ts Ene : igs re as < 3 ; i ; © en he ew: are 2 te ae nas Be a iy eas. | 3 : Me tete lee 4 ‘ t si Sie : 
a 4 Z ; os — _ ee - 
Lg | | 
tie 
Dade 
cn ae 
one | | 
oe | | | 
ee } 
ER wie, 5 | 
at 
ae £ | 
el 
P gies | 
EAs 
| a | 
| 
= 
“edi 
a 
re, 
et 
| 
po | 
5s | 
a 
ices | | | 
ioe. e | 
oe <4 | 
ae ee . | 
ia 
ee 
‘ eager ' ies. 
&®y yg a or: GRR ‘Whe, = ih, ke, be a a ei | 
¥ Ps E Feats ie. % a ee | 
yf i ‘a ; cg cert Bt id ake a te i ie ase 
if ff ff, On re ee gs — i . | 
“ ; een oe = BB ne Bt ig Mtg es. fs 
/ gf ie CO ga i ss Sane igen heer ee a Mle, “iy Pig: i % ee we 
pes a ‘sf eG eee a EB he tig aon A 
iia es j - A Lig ipl eg pn oe eh ~ * ae | 
ce | f Fe Of FEED ee ei 
e eT EF f SL EG EE Be ee | 
- (if. 2 fj fy TITEA be Soukghe: a tg SENN both, 3 
wee — FF fi My GARE Cs ee nae < Soe toe ce Ay 
sili mo § * & CHEM GIA, Fee aie aa a 
<n sees LEE NE 
a LL EGE ELLE es 
— ——_ = — —§ | ilies MIL LF We fe Sn ag cis nec ; NOL RO ee ‘ iy 
a | ae. BLE UB EIA! FIGS o Mp a et ae ‘ eS Oa a 
ee i ae Ba ROTEL YE iff iz DELO EE ON aging ee P| AA LAL eS 5 Bg Ae Py 
(toe a P es Mit ba Bs fs PR ptr FH is BLILD pel he i é is ae Tay Bae Ge” 
eaage P r £ t ee AE 34 
re Be 4 = ‘ i RTE PTET REO eee Bese OS se Vie A 5 es ‘ ; | 
ay ; j : PRO i Oe ee oe 
% : ef { tise $ ipa . eae ee a 88 8 a5 i 
. fs Rk BRUNA Hate aff oan ae EA: eee a ee : : pee 
: rs fo g re ge ee eee 8 OF ; Vipas eo a ae a : 
: : i ; eile thee ast #, PEPE Mel) EG in OS INGE 1 ee aA Be teas ae ce Ge & ee 
i 2 TE CU ieee iy eats eee Lah +5 Ue eee eae pues te ee 
cae Ves a ibid Pp eR sate Bit eg i) ee BP PUPIL DSS Tee eae fee a a as } 
— rt ee Aa ae: TT ) : Nghe Bertie SS ee 
E ecial : 4 | Ca NNN me 11/10) he ee | 1,8 
are : PEE PUR bee UL OS NRA 7) PF de Huey ruling bi 
sail SPP PR SER 11/1) See : 
oe ee 4g REIT i Es aA a ER Re eee f dij fied Pst He aed Les e 
Sg FT 4 ce 4 tht bess Wie a ae "ae ee if, PEEPS é; iy £5 ge ; fe ‘6 
Yat q : CAA SOS oo ed 2 
eee q : _ 640.45. 81k eke ee ee, a a a he ae OT il fhe fs tHE ie ie Pers ee ae 2s Se eee | 
st { , Rv Le ha ang ag eta het LS fel ONES Ff (ifa ae ibiae fe ee gee q 
— . } BER BOE NO See JEL hi peek 
- mE LS RRS RRO eeeFTeaa  e i. 
7 ; a 5 4 % ’ A Be * ‘ Paataatec ie Se seers Lage pit Af é hy # 4/4 i } ii ¢ 3 j | 
_ 4 13% a 5 DORR A ON i nage ree lM tee tele é jf Cagle E, ie Bee : SC = 
fi : % % ee ae es, %, On, el a, ee I gg Ca fg 5 £ its 6d di J eee t a 
i ae : > 3 OM eek kek ek Ma tate ie rn ee ee LipP? £Id Eo ; j e: j 
as : * ~ * a 4 ae ee Se ig i i Ui Le At Sid ws # ee ey ae F 
aguas + 5 Er CaS ON oe es Mt fe if P/ TATE L ED f Jig 
z % % - % th Ge ES ee eS Since es tant gel toy Kp Se fie es bi: ee ¥ a sig 
es ' oe nite at se tee ote OOM TF gl 7 a 
ae oe .% % ies i i ing i Ge ge Pe og i be Vf, 3 e - 
oo é ; . % VaR se Ss wi a oni ih itis + A a saa digas Si hha j es P ieee 
aie P % F Lt Re ecm ee ey OGRE Ee ; Ca 
ieee § Re eect eat A Gt of hol fee J Jf F 
aie = 4 ae ~ sae tet % se, i ee metinae Mee ge pegs if fh 3 J Ce ae | 
ae ’ : SO Sy ese oe NN A ar rf 74 
ea rte ~ 4% . % Nr, i re ins caer at ago ee ee ; , j j 
me hg : ae Pig oe oe ise Ogi Ae es J F : 
Se m ) 4 | SSS See” fj 
25g 4 ‘ % 4 . s Pre Png Ota es get te. P J Z 
—— \ a ey, lig 5 Sr eae ie ‘sagid . 3 — 4 
Bo. ae i ti iii il 
Ba \ lis " a oe : cme ee ial | 
= | 
ieee | 
3 alae 
ee | ! 
ee | 
| ee | | 
ee | . 
| 
ee | a 
| fi 
| 
| : 
ee ee ee eee eee eee 
‘ ‘ re ; “ tee Ds ‘. . S F ae F ‘ “oh ¢ 


ervals 
> only 
imple, 
f the 
ssible 
cation 
sh re- 
tening 
1 and 
grams 
n the 


uency 
:: all 
eports 
cover- 


d that 
. data 
ts by 
f the 
that a 
‘twork 
cessed 
ber of 
ended 
+ a 
te-by- 
ots of 
reced- 
s, and 
, . the 
1ed in 
ogram 


guide 
it, the 
. and 
> spots 


adver- 
ig rat- 
ossible 
d that 
es be 
report- 
lumber 
m rat- 
late by 


1 ideal 
nd his 
1e was 
all the 
2d for 
ervices 
1 would 
1 cover 
of this 
; could 
| oper- 
recom- 
r could 
y com- 
is, net- 
ertising 
lio sta- 
ll, who 
of the 
n doing 


ner 
ns 


lucky 
n avoid 
ive ny- 
if they 
; Com- 
irrently 
y’s two 
ompany 
211”? and 
w.”’ 
$1 box 
p com- 
or less 
ns face 
will be 
nylons, 
will win 
and the 
awarded 
gency is 
York. 


Consort chockup : 


Constant checkup of every issue of every magazine distributed by 


FAWCETT DISTRIBUTING CORPORATION while the magazine is still on sale at the newsstand 


accounts for all copies during the entire sales period. Copies are moved from city to city, 
from retailer to retailer, during the sales period to concentrate magazines in exactly those 
retail outlets where the greatest sales possibilities exist. Assuring maximum sales, 


there is no waste at Fawcett Distributing Corporation. 


Sion tt 


Fawcett Distributing Corporation 
is America’s largest independent 
magazine distributor. Scientific 
checkup and recovery operations 
are reasons for Fawcett’s outstand- 
ing success. Find out how Fawcett 
can help you boost newsstand sales 
and cut down returns. Write or 
call Roscoe K. Fawcett, Fawcett 
Distributing Corporation, Green- 


" wich, Connecticut. 
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Treasury to Test 
War Techniques 
for Peacetime Bonds 


(Picture on Page 67) 

Washington, April 24.—Treasury 
Department will dust off the tinsel 
of its wartime bond drives when it 
sets out with a national promotion 
drive in June to test the sales ap- 
peal of U. S. savings bonds. 

With its sales staff of ‘“minute- 
men volunteers” dissolved, the new 
top team at the savings division 
will rely entirely on advertising 
and publicity contributions of 


BUFFALO’S GREATEST 
REGIONAL COVERAGE 


-BUFFALO’S 
AMERICAN 


COMPANY 
STATION 


9000 WATTS BY DAY 


1000 WATTS BY 
NIGHT 


= |.) ie 
BROADCASTING 
CORPORATION 


RAND BUILDING, BUFFALO, NEW YORK 
National Representotive: FREE & PETERS, INC. 


|various media. 


During the June 6—July 4 test 
period, Treasury will push _ its 
bonds on a _ self-interest basis 
under the slogan “Back Your Fu- 
ture.” 


Purpose of Drive 


One purpose of the June drive is 
to enable Louis J. Carow Jr., di- 
rector of press, radio and adver- 
tising, to reestablish media con- 
tacts. 

A second major objective is to 


establish the savings bond pro- 
gram as a force in the postwar 
family life. 

The June 6—July 4 drive is ex- 
pected to furnish a decisive test of 
the marketability of government 
securities for peacetime savings. 

So far, thanks to the payroll 
savings plan, Treasury has made a 
respectable showing, continuing to 
sell more bonds than it redeemed 
during each month of 1946. Sales 
in February, for example, 
amounted to $622,400,000. 


Since Treasury has no advertis- 
ing funds, national promotion for 
the campaign will be developed by 
the Advertising Council and media 
groups. 

The council’s agencies on Treas- 
ury campaigns—J. Walter Thomp- 
son, ‘Young & Rubicam, G. M. 
Basford and Joseph Katz — have 
worked out newspaper ads, radio 
scripts and transcriptions, and out- 
door posters. 

The drive starts June 6, second 
anniversary of D-Day in Europe. 


Advertising Age, April 29, 1946 


Treasury has worked out elab- 
orate radio kick-offs and “radio 
days” with the Council and the 
networks. There will be transcribed 
and live announcements for indi- 
vidual stations and two weeks of 
radio network allocations. 


Use Wartime Technique 
Elihu Harris, director of adver- 
tising, has scheduled five full-page 
newspaper ads, with 1,000 and 400- 
line adaptations, including a spe- 
cial ad keyed for farmers. 
Using wartime technique, letters 


WE ARE PROUD to add our names, starting next 
September 8, to This Week Magazine’s list of 
distinguished newspapers ... 


THE DES MOINES SUNDAY REGISTER | 


THE MINNEAPOLIS SUNDAY TRIBUNE 
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Advertising Age, April 29, 1946 


will go to 350 general magazines, | sponsorship, and is expected to 


500 professional and _ association 
publications, 250 national, state 
and regional farm journals, 600 
industrial publications and 350 re- 
tail trade papers. 

Treasury is planning two out- 
door 24-sheet posters, with adapta- 
tions as car cards and window 
posters. One will be contributed 
by the outdoor industry and dis- 
played on 4,500 boards. The other, 
available from Mass Marketing, 


appear on 10,000 boards. 
Heads Chevrolet Division 


Chevrolet Motor division of 
General Motors Corporation, De- 
troit, has established a new na- 
tional fleet department, with Ray 
C. Meddaugh, formerly Chevrolet 
assistant regional manager in Chi- 
cago, as manager. J. W. Thayer 
and R. F. Giddey have been ap- 
pointed assistant managers for 
sales, and H. M. Page, assistant 
manager in charge of service, en- 


Inc., Chicago, will be for local | gineering and training. 


Seria! Shifts Time 

Tena and Tim; daily comedy 
serial, aired via CBS, will move 
to the 10:30 a.m., CST, spot effec- 
tive April 29. The serial is spon- 
sored by Cudahy Packing Com- 
pany through Grant Advertising, 
Chicago. 


New Products Bow 
Standard Oil Company of In- 
diana has announced two new 
products, Stano-Purge for clean- 
ing crankcases and_ lubrication 
systems, and Stano-Vim, a product 
for purging fuel burning systems. 


‘True’ Polls 5,000 
in All-Male Panel 


New York, April 23.—Five thou- 
sand readers of True, a Fawcett 
publication, will form what is be- 
lieved to be the first all-male 
general reader panel. Through 
questionnaires inserted in every 
fifth copy of the March issue of 
True, the magazine expects to sup- 
ply conclusive data to agencies 
and advertisers on such long-de- 


TWO GREAT NEW MARKETS, more than 900,000 
additional circulation, for This Week advertisers... 


More than half of all the families living in Iowa, 
Minnesota, western Wisconsin and the eastern 
parts of North Dakota and South Dakota read 


THE DES MOINES SUNDAY REGISTER 


THE MINNEAPOLIS SUNDAY TRIBUNE 


either the Des Moines Sunday Register (cir- 
culation 450,000) or The Minneapolis Sunday 
Tribune (circulation 460,000). 
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bated questions as: To what ex- 
tent do men influence women’s 
buying; to what extent do men 
insist on brands, and data on what 
the American man thinks, does 
and buys. 

Through regular insertions of 
the questionnaire, True expects to 
keep marketing information cur- 
rent. Results of the poll will be 
published shortly, True announced, 
and indicated that such informa- 
tion as dog ownership, dog food 
preference and pleasure travel 
plans will be answered. 


Clayton Returns 


John Clayton, recently a lieu- 
tenant colonel in the Army air 
forces, has returned to Weiss & 
Geller, Chicago, as account execu- 
tive. Before the war he was media 
director. 
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‘Good’ Is Not 


During recent days there has 
been acrimonious debate about the 
level of production currently being 
attained in this country. Govern- 
ment sources have insisted that 
production is currently running at 
a new peak for peacetime, and the 
other day the Federal Reserve 
Board said that production rose 
from a level of 153% of the 1935- 
39 average in February to 169% 
in March. The National Associa- 
tion of Manufacturers and others, 
however, insist that these figures 
are largely meaningless, and that 
production is actually just about 
at 1935-39 levels when measured 
in units or tonnage, with the in- 
dicated increase made up largely 
of price advances. 

Two facts are self-evident: 
Whatever the current production 
figures may be, they are woefully 
short of meeting effective demand; 
and they are considerably below 
the volume which the country suc- 
cessfully reached during the war 
years. 

Until we are effectively using 
the productive capacity we have 
built during the past five years, 
and until we have achieved a rea- 
sonable balance between supply 
and demand, production indexes 
which prove that we are doing 
better than we were doing at some 
time in the past are completely 


meaningless. This is an obvious 
case of “good” not being good 
enough. 


The American economy, for bet- 


Good Enough 


ter or for worse, hit an entirely 
new plateau during the war years. 
It moved, as Arno Johnson of J. 
Walter Thompson has put it, from 
a $25-a-week level to a $50-a- 
week level, and it takes no super- 
economist to discern that it can- 
not move back again without dis- 
ruptions that are almost certain 
to tear the economy apart. 

To measure the present econ- 
omy with a yardstick laid down 
alongside the generally unsatisfac- 
tory economy that existed before 
the war is like tailoring a suit for 
the father from the measurements 
of his ten-year-old son. The suit 
might have fit him when he was 
ten, but it won’t fit him now. 

It isn’t too often that we find 
ourselves in agreement with the 
National Association of Manufac- 
turers or its president, Robert R. 
Wason. But there is a great deal 
of truth in the statement Mr. 
Wason made before the Senate 
banking and currency committee 
last week when he said: 

“OPA boasts that production is 
now as high as it was in 1941. 
Anyone who knows America 
should be ashamed to make that 
boast. During the war we in- 
creased our productive capacity 
100%. Yet here we are, eight 
months after the war is over, still 
struggling along at immediate pre- 
war levels. 

“That is a pathetic record with 
our possibilities.” 


Editorial Service Costs Money 


For several years the Bureau of 
Advertising of the American 
Newspaper Publishers Association 
has had an exclusive arrangement 
with Media Records, Inc., the ac- 
cepted measurement organization 
for newspaper advertising, where- 
by Media Records has supplied the 
bureau with a detailed dollar 
breakdown of individual national 
advertisers’ expenditures in news- 
papers. 

Under this arrangement, ADVER- 
TISING AGE and other publications 
have been prevented from pub- 
lishing any of the figures de- 
veloped in the compilation. But 
this year the Bureau of Advertis- 
ing decided that the cost was too 
great for the benefits received, and 
dropped its exclusive arrangement 
with Media Records. Three pub- 


, compilation and to present it to 
'the field. 

| As one result, ADVERTISING AGE 
|presented one section of the com- 
'pilation last week, and this week 
‘is sending the detailed list, printed 
jas a handy, file-size separate sec- 
tion, to every subscriber. Because 
of the action of the three publica- 
tions, this important statistical 
‘material will be made widely 
available throughout the adver- 
\tising field for the first time. 

| In the case of ADVERTISING AGE, 
ithe cost of purchasing and pub- 
lishing this single extra feature 
|will run about $2,500—a modest 
114 cents for each of the paper’s 
| 18,000 readers—but still represent- 
ing an editorial cost per reader 
which is probably seldom ap- 
proached by any general maga- 


lications —Editor & Publisher,|zine or newspaper. 


—promptly agreed to underwrite 
the very substantial cost of this 


| 
Printers’ Ink and ADVERTISING AGE | 


‘editorial material is an extremely 


This should indicate that good 


expensive commodity. 


—— 
aa 


ed 


—Seattle Times 


"Mr. Devine will see you in an itsy-bitsy minute." 


Philippic 

Elsewhere in this issue you may 
read the consequences of a nylon 
sale in San Francisco. Obviously, 
this kind of demonstration is silly, 
as well as being pretty difficult 
for the minions of law and order 


The Constant Hosiery Stores Sold 65,000 Pairs of Hosiery 


During the Month of March!!! 


nelle Ah antes 
"De e nurse who guards the lives of the wih oe “Se Hewtnere 
pes 

cohen ante helps produce the thomas 


working evtls. seh achers 
it to attend the sales' BUY ONLY WHAT 
OTHERS A CHANCE TO BUY AT LEAST 


REMEMBER!!! DON'T BE A "'N.H.” 


CONSTANT HOSIERY STORES & MILLS 
“NYLON HOARDER 


to cope with. It is therefore with 


craw. Obviously, Paramount lolled 
where it should have lulled. It 
could be a typographical error, but 
most of the agencies we know 
proofread their ads more care- 
fully than their checks. 


McCutcheon Book 

“John McCutcheon’s Book,’ a 
;one-volume anthology containing 
selected cartoons, illustrations, 
writings and lectures by the vet- 
eran Chicago Tribune cartoonist, 
has been announced for publica- 
tion next year. It will be pub- 
lished by the Caxton Club of Chi- 
'cago in a limited edition, not of- 
|fered for public sale, and will be 
idesigned by Bruce Rogers, famous 
typographer. McCutcheon and 
| Rogers, classmates at Purdue, pub- 


lished that school’s first yearbook, 


“Debris,” in 1889. 


Inducement 
We were leafing through The 
Newspaper World, the _ British 


business paper, and ran ‘across a 
classified advertisement which 
would probably pull powerfully in 
this country. The Leighton Buz- 
zard Observer and North Bucks 
Times were looking for an assist- 
ant editor. “The post offers a com- 
fortable permanency with pros- 
| pects; house available. . .” As one 
|of the hordes who are precariously 
|hanging on to a precious house or 
apartment, the offer of a house 
seems pretty tempting, but that 
| Buzzard Observer business sounds 


The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, III. 


No. 2638. Newark Market Map. 
This large-scale street map of 
Essex County, N. J., issued by the 
Newark Evening News, is litho- 
graphed in four colors, with block- 
by-block tints dividing business 
areas into primary and secondary, 
and home rental areas into lower, 
middle, upper and super groups. 


No. 2639. A Guide to the Dental 
Market. 

The graphs, charts and text of 
this brochure, issued by Dental 
Survey Publications, provides a 
digest of the essential facts about 
the dental field—‘‘prepared,” as 
the introduction says, “for those 
who consider it either as a profes- 
sional market of 70,000 dentists or 
a ‘recommendation’ market for 
products which can be used by the 
30,000,000 patients who visit the 
dentist every year.” 


No. 2640. 
Air. 
Flying, a Ziff-Davis publication, 
has issued this folder to report on 
the results of a mailing by an ad- 
vertising agency that asked which 
of nine leading aviation magazines 
were considered most effective for 
advertising aircraft products sold 
by the fixed base operators 
queried. 


No. 2641. 
tion. 
Facts about Dakota farming and 
the people who do it are given in 
detail in this brochure issued by 
the Dakota Farmer. Production, 
income and retail sales are shown, 
and readership of the publication 
/and its influence in the market are 
| described. 


| No. 2635. National Directory of 
| Newspapers—1946 Edition. 
Newspaper Advertising Service, 
business corporation of the Na- 
tional Editorial Association, has is- 
sued this 160-page directory, 
which contains information on 
hometown weekly newspapers. 
Names of papers and their pub- 
lishers; rates; area designation; 
circulation fiig ures; mechanical 
data and names of county seat 
towns are included. The book also 
carries a directory of daily news- 


If Your Future Is in the 


Dakota Farm Informa- 


| papers, and county outline maps of ° 


'each state. 


'No. 2636. America’s Biggest Mar- 
ket. 


| Parents’ Magazine shows, in this 


pleasure that the Ad-libber spotted | ]ijke dreary moors and stunted|market study, how the country’s 


this Angry Man in Milwaukee. If 


you can read the copy, you’ll dis- | 


cover that the Constant Hosiery 
Stores & Mills did some indignant, 
forthright talking on the subject. 
Definition 

We have a singularly cynical 
friend in the advertising business 
who revealed to us the other night 
his personal definition of adver- 
tising. In its expurgated version, 
it ran: “Advertising is 85% 
hooey, and the other 15% is 
agency commission.” 


Just Take Our Word 


In Time, we were  breezing 
through Paramount Pictures’ ad 


for the “Blue Dahlia,” and hit the} 
“And you can| 


following sentence: 
take our word for it... ‘The Blue 
Dahlia’ won’t loll ya to sleep!” 
No, thank you, not your word. 
That loll sticks in our mental 


pines. 

Jottings 

| When United Fruit Company 
|started the catchy “Chiquita Ba- 
/nana” transcribed jingles a little 
|over a year ago, it didn’t expect 
|\the theme of “don’t put bananas 
'in the refrigerator” would become 
'as popular nationwide as it has. 
UFC’s agency, Batten, Barton, Dur- 
stine & Osborn, in counting up 
promotion other than the com- 
pany’s regular schedule in 50 mar- 
kets, found for the month of March 


in one form or another on nine 
network shows. 
reports that seven recording com- 
panies — Columbia, Majestic, Sig- 
nature, Decca, Mercury, Vogue 
and Victor—are lining up leading 
talent to play the jingle (with 
|some new verses) as a full length 
feature for juke boxes... 


that the jingle had been mentioned | 


And BBDO also! 


total population breaks down into 
five basic markets: Men living 
alone; women living alone; adults 
‘only where the family head is 
‘under 45; adults only where the 
| family head is over 45, and fami- 
lies with children. It’s the fifth 
| group that totals up the biggest, 
the pages of tables show, and 
|Parents’ describes in detail its 
position in the market. 

|No. 2604. How to Step Up Reader 
| Interest in Ads to Power Plant 
| Engineers. 

Based on 319 plant calls in 28 
industries, this report, issued by 
Power Plant Engineering, tells 
how to dig up helpful sales and 
service data, and suggests seven 
ways to gear ads to the needs of 
power engineers. An organization 
chart shows operating and main- 
tenance functions of a typical plant 
engineering department. 
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Piper Aircratt 
Keys Campaign 


to Family Purse 


Lock Haven, Pa., April 23.— 
Piper Aircraft Corporation this 
week will launch what it claims to 
be the first national newspaper 
campaign ever placed by a per- 
sonal plane manufacturer. 

More than 350 newspapers will 
be used throughout the U. S. and 
Alaska. The factory-controlled co- 
operative campaign is scheduled 
to break April 26. 

Ads of 600-line size containing 
a direct sales message will appear 
at least once a month. Main ob- 
jective of the campaign is to slant 
attention of millions of families 
toward Piper’s 1,200 dealers and 
50 or more distributors. 

“Have your Piper Cub dealer 
arrange for a free flight demon- 
stration now,” reads a typical ad. 
The price, “Only $665 down,” is 
prominently displayed by means 
of reverse plate. Economy of op- 
eration, “gives you more mileage 
per gallon of gasoline than the 
average car,” it stressed. In addi- 
tion, a free flying course by a 
government-licensed instructor is 
offered with every Cub purchase. 
Illustrations will feature the Piper 
Cub Special, Piper Super Cruiser 
and Piper Cub Super Sea Scout. 


Appropriates $250,000 


These ads will round out the 
Piper ‘ institutional campaign of 
full-page, full-color advertisements 
now appearing in national maga- 
zines, farm, aviation and science 
publications. 

Total appropriation for the 
newspaper campaign for the bal- 
ance of the year will be approxi- 
mately $250,000. Piper dealers par- 
ticipate in the cost in proportion 
to their volume of new plane pur- 
chases. 

Piper will exercise control 
through distributors. The adver- 
tising fund in each distributor’s 
territory will be adjusted every 
two months to keep it in line with 
production and deliveries. 


Judges Picked for 
Erma Proetz Award 


Judges selected for the second 
Erma Proetz national award by 
Women’s Advertising Club, St. 
Louis, are: Edgar Kobak, presi- 
dent, MBS, New York; Sidney 
Wells, art director, McCann-Erick- 
son, Chicago; Walter Weir, presi- 
dent, Walter Weir, Inc., New York; 
T. Lee Brantly, vice-president and 
advertising director, Crowell-Col- 
lier Publishing Company, New 
York, and Helen Valentine, editor- 
in-chief, Seventeen, New York. 

First and second prizes of $200 
and $100 will be awarded, with 
inscribed plaques, for the most 
outstanding creative ad work by 
women between March, °45, and 
March, ’46, regardless of class- 
ification. Recognition also will be 
given for honorable’ mention. 
Awards will be made May 23 at 


a special presentation dinner in) 


the Jefferson Hotel, St. Louis. 


WPEN Arranges 
Reciprocal Deal 


WPEN, the Evening Bulletin’s | 


5,000-watt outlet in Philadelphia, 
has concluded a trade agreement 
with the Philadelphia Retail Rec- 
ord Dealers Association whereby 
recorded shows on the station will 
carry plugs for the record dealers, 
and the monthly program will list 
locations of record dealers. 

The record dealers will feature 
WPEN and certain programs in 
their individual advertising, and 


will supply advance record re-| 


leases to the station. 


Starts Letter Clinic 


Dartnell Corporation, Chicago, 


has released a series of six slide- | 


films, titled ‘“Frailey’s Letter 


Clinic,” to train office workers in | 
the “know how” of writing short | 
and pointed letters. The films fea- | 


ture L. E. Frailey, business letter 
expert. : 


Merchants Name Halpin 


The Merchants Bureau of the 
Schenectady, N. Y., Chamber of 
Commerce has named John L. 
Halpin, former political writer and 
New York state conservation com- 
missioner, as its public relations 
counselor. 


Promotes Miles-Emmett 


Miles-Emmett, New York pub- 
lisher, has appointed Butler-Ad- 
vertising, New York, to promote 
its titles through newspaper book 
review sections. 


Lefton Adds 8 
to Central Statf 


Philadelphia, April 23.—Al Paul 
Lefton Company has made several 
additions to its home office staff. 

New copywriters include Wil- 
liam Bartlett, returned from 39 
months in the Coast Guard, for- 
merly with BBDO, New York, 
and W. Carrol Stephenson, back 
from four years in the Army air 
corps, formerly with N. W. Ayer 


|& Son. 

Additions to the publicity staff 
are Barnett B. Lester, former as- 
sistant director of the feature di- 
vision of the Office of Inter-Ameri- 
can Affairs and information officer 
for the Department of Justice; E. E. 
McCleish, former executive secre- 
tary of the President’s committee 
of war agencies, national admin- 
istrator for government marketing 
projects, manager of field service 
in the U. S. Department of Com- 
merce, and administrator of ad- 
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‘vertising codes for NRA; Thomas 
D. Richter Jr., Army major for 
five years in charge of public rela- 
tions activities in Pennsylvania, 
and Adeline E. Pepper, former 
radio writer for Knox-Reeves Ad- 
vertising. 

Others include George Mitchell, 
copy research, former director of 
service and head of plans for 
Geare - Marston, Philadelphia and 
New York, and Edward Mulhol- 
land, art, former art director, 
Ruthrauff & Ryan. 


Mr. Brockbuster, they tell us, has this same difficulty every Friday, come 
Spring and Summer. The cause is easy to see, but the solution is some- 
thing else again. He insists on not delaying his Friday exercise .. . already 
we are getting his ‘most useful’ magazine to him in the first possible mail 
after printing. But even on the fairway, it un-nerves him not to be on- 
the-business-ball. And he simply knows, 


Wherever you find it, you find a management-man.. . well informed 
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1 LIKE THE QUALITY OF 


TRUE CONFESSIONS. IT 
FASCINATES ME FROM | HAVE A SELFISH 


COVER TO COVER. | LIKE INTEREST IN TRUE CON- 2, 
FESSIONS. THE STORIES 
ALL THOSE HUMAN : 
PRESENT PROBLEMS 
STORIES AND THE HELPFUL 
LIKE MY OWN OR OF of 
DEPARTMENTS ON HOME, 
BEAUTY AND FASHION. rears | See ae 
HELP ME UNDERSTAND ; 
if 
A 
. GO FOR THE TRUE IN 
“ TRUE CONFESSIONS — 
THE GENUINENESS OF 
THE STORIES. THEY GO 
STRAIGHT TO THE , 
HEART. THEY'RE WARM , | 
AND MAKE ME THINK | | 
OF TRUE CONFESSIONS 
AS A FRIEND. 7 
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2,100,000 of them buy each issue 


of True Confessions. They make 
it the largest ABC magazine on 


American newsstands! 


rue Ontessions 


True Confessions . . . Bought at newsstands by more than 
2,100,000 women a month for the living service it gives. 


FAWCETT PUBLICATIONS, INC., 295 MADISON AVE., NEW YORK 17, N. Y. 
WORLD'S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 
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Grocer Needs 
Selling, Heinz 
Adman Tells OAA 


New York, April 24.—The H. J. 
Heinz Company is sold on outdoor 
advertising as a medium—sold to 
the extent of $1,250,000 a year— 
but it has some doubts about how 
local grocers regard it. 

These were the highlights of the 
speech of Arthur Dimond, Heinz 
advertising executive, to the Out- 
door Advertising Association’s na- 
tional convention here last week. 

Heinz’ interest in outdoor goes 
back to an eight-story sign pur- 
chased by Heinz and located on 
the Flatiron building in New York 
in 1904, and progressed through 
use of huge “57” signs on hill- 
sides. In 1918, after the outdoor 
industry had standardized its 24- 
sheet specifications, Heinz bought 
its first national showing. 

In 1936, with an experimental 
budget of $30,000, the company 
inaugurated a 12-month posting 


program, which proved successful 
enough so that by the time the 
|war started the budget had 
‘bloomed to $450,000. During the 
‘war years, despite many uncer- 
‘tain factors, including the total 
cancellation of budgets in some 
media, outdoor increased to $1,- 
250,000 in the fiscal year 1945. 

For this expenditure, Heinz has 
year-round posting in the United 
States and Canada. In the United 
States the company has postings in 
1,024 cities and towns, with only 
25 cities of more than 25,000 popu- 
lation missing. 


Faces Critical Era 


During the next three to five 
years, Mr. Dimond prophesied, 
outdoor advertising faces the most 
competitive and critical period of 


its history. The retail food indus- | 


try, he pointed out, is a $19 billion 
business, and annually spends $90 
million in advertising—twice the 


industry..The food industry spends 
about $8 million in outdoor adver- 
tising, radio takes four times as 


total volume of the entire outdoor | 


zines each about three times out- 
door’s portion. 

On the local level, the Heinz 
executive continued, the grocer 
has been forced to concentrate on 
quick turnover. He is still inter- 
ested in quality, but his prime 
‘consideration is the speed with 
which products move from his 
| shelves. Therefore, Mr. Dimond 
|believes, more emphasis must be 
'placed on the local outdoor oper- 
ator, who must do a better job 
of selling the medium to the local 
grocers. 


G-E X-Ray Corporation 
Buys Milwaukee Plant 


General Electric X-Ray Cor- 
poration, Chicago, has bid $3,700,- 
000 for the largest of two super- 
charger works buildings operated 
in Milwaukee by Allis-Chalmers 
Mfg. Company during the war. 

If the sale is approved by the 
War Assets Administration, the 
G-E division plans to operate both 
the Milwaukee plant and the pres- 
ent Chicago plant, which now em- 
'ploys 2,000. G-E has not decided 


fices and main plant departments 
will’ be moved to Milwaukee, 
although the announcement made 
in Milwaukee stated that the num- 
ber of employes in that city would 
eventually reach 3,000. 


‘Sports Afield’ Moves 


Into Larger Offices 


Minneapolis offices of Sports 
Afield have been moved to larger 
quarters at 405 Second Ave. So., 
according to Walter F. Taylor, 
publisher. The magazine is guar- 
anteeing 500,000 circulation effec- 
tive July 1, and circulation has 
exceeded that figure since last 
November, said Mr. Taylor. Ad- 
vertising revenue and linage, he 
added, are highest in the maga- 
zine’s 60-year history, and current 
newsstand sales are up 51%. 

As part of the Minneapolis ex- 
pansion, David N. Laux, vice- 
president, will transfer his offices 
from New York. 


To Goldman and Gross 


Mildred B. Nafe, formerly with 
Behel & Waldie & Briggs, has 
joined the production department 


much, and newspapers and maga-| yet whether the X-Ray home of-|of Goldman and Gross, Chicago. 


lt's FREE! Its NEW! 


It's USEFUL! 


SEND for this colorful new 
Decal Sign Book...MOMW! 


Unavoidably delayed in production, 
Meyercord’s full color Decal Sign 
Ad-Visor, according to present 
schedules, will be available in lim- 
ited quantities for early Spring 
Be sure to reserve 
your copy now! It’s packed with 
suggestions and ideas for product 
promotion and dealer identifica- 


distribution. 


tion. See where 


leading advertisers use Decal point- 


% 


“sidewalk 


the Decal 
and how America’s 


of-sale signs. The Ad-Visor suggests 
dozens of unusual designs and 
treatments for hundreds of prod- 
ucts. Learn how you can cash in on 


traffic’’ sales possibilities with 
colorful, lasting, low cost Meyer- 
cord Decals. Reserve your copy of 


requests will be filled in the order 
received. Please address Dept. 39-4, 


circulation”’ and ‘“‘store 


Sign Ad-Visor now. All 


The Meyercord Co. 
offers a complete library 
of literature on Decal 
nameplates, Decal prod- 
uct decorations, Truck 
Decals, as well as Decal 
advertising signs. Your 
requests are invited. 


| 
| 
| 
| 


— cent 


Advertising Age, April 29, 1946 


NO SALE—William H. Taylor of Wein- 
stein's department store, San Francisco, 
displaying sign in effort to disperse 
crowd gathered for an “after working 
hours sale" of 10,000 pairs of nylon 
hose. Sale was announced through one 
insertion in the Call-Bulletin and one 


radio ad. Police called it off before 
the doors opened after losing battle to 
keep traffic moving (AA, April 22). 


Heads Chemical Sales 


T. E. Moffitt, former western 
sales manager for Hooker Electro- 
chemical Company, Tacoma, has 
been named sales manager of 
Pennsylvania Salt Mfg. Company 
of Washington, a subsidiary of 
Pennsalt Company, Philadelphia. 
He will be in charge of all heavy 
chemical sales activities in the 
Tacoma and Portland, Ore., plants, 
with his headquarters in Tacoma. 


Norwich Ups Alden 


The Norwich Pharmacal Com- 
pany, Norwich, N. Y., has elected 
John Alden, advertising manager, 
as a director and vice-president in 
charge of advertising. Mr. Alden, 
former advertising manager for 
Mennen, is also in charge of ad- 
vertising for Eaton Laboratories, 
Norwich, and recently was elected 
a director of that company. 


3rd C. R. C. 
held at 


Midland, Michigan 
the city of modern 
explorers 

(Chemical and Plastics) 


April 15, 1946 manufacturers and 
publishers of Northeastern Michi- 
gan held the third Community 
Relations Clinic. 


Hosts were THE MIDLAND DAILY 
NEWS, Philip T. Rich, Publisher, 
and the Midland Chamber of 


Commerce. 


Guest publishers from the follow- 
ing papers brought guest manu- 
facturers from their cities: 


Alpena News 

Bay City Times 

Midland News 

Mt. Pleasant Times-News 
St. Johns Republican-News 
Saginaw News 


These Community Relations Clinics 


are sponsored by the 
MICHIGAN LEAGUE of HOME 


DAILIES 


National Advertising Representatives 


SCHEERER 


Member of the American. Association 
of Newspaper Representatives 
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", . . Your publication gives an 
overall picture of Washington 
domestic and international news, 
which I do not find in such com- 
prehensive condensed form in 
other weeklies..." 


Annette W. Collins 
Wife of Arthur M. Collins, Pres. 
PHOENIX MUTUAL LIFE INSURANCE CO. 


More than I million- 


People living on Quality Street are 
readers of The United States News. 


They are the kinds of people who own 
their own homes... who are constantly 
traveling on business... who are planning 
now to travel all over the world for 
recreation. 


They are the kinds of people who have 
charge accounts in the best stores all 
over the country... they are liberal pur- 
chasers of every kind of quality merchandise. 


Subscribers to The United States News 
are the heart and core of America’s 
Quality Market. 


80% read the magazine at home— 
90% read it from cover-to-cover. 


There are 249 consumer accounts now 
advertising in The United States News. 


The Direct Route to 
those who O.K. both 


corporate and family buying 
* 


Daniel W. Ashley 
Vice President in Charge of Advertising 
30 Rockefeller Plaza, New York 20, N.Y. 


Gp 


~— Read by more than [000000 men & women Consumers 
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WATION'S BUSINESS. 


Single-Store 
Sales Gaining, 
Survey Reveals 


_ Friday Buyers Lead, 
‘Milwaukee Journal’ 
Analysis Discloses 


Milwaukee, April 24.—Both the 
number and percentage of families 
who buy meat at the same store 
as other groceries have been on the 
upgrade during the past three 
years, according to the Milwaukee 
Journals 23rd “Consumer Analy- 
sis.” 

For 1946, the number is 135,067 
and the percentage 59%. This 
compares with 122,463, or 53.8%, 
in 1945 and 116,424, or 51.5%, in 


1944. Gains also are shown in the 


.-» IN INDUSTRY 


..- AT HOME 


.-- AT PUBLIC PAY STATIONS 


-»- 20,263,200 Classified Telephone Directories 


Day and night, men and women are 
paging through the familiar ‘yellow pages’ 
of the Telephone Directory. They know 
from experience that the answers to a 
great many of their buying and servicing 


problems can be found in the Classified. 


More than 1550 separate editions cover 


ders a real service, the Clas- 
sified has become America’s 


favorite buying guide. 


1800 cities and towns across the nation. 
They are in constant use in homes, in of- 


fices, in factories and at public pay stations. 


Because it is easily available and ren- 


= 


Advertising Age, April 29, 1946 / 


HERE AGAIN—The Cotton-Textile In- 
stitute and National Cotton Council 
announce Cotton Week—May 20-25— 
in this page, which will ig in the 


May 18 issue of The Satur 


ay Evening 
Post. 


number and percentage of families 
buying fresh fruits and vegetables 
at the same store as other gro- 
ceries. In 1946 the number is 
180,852, or 79%, compared with 
178,914, or 78.6%, in 1945 and 
172,940, or 76.5%, two years ago. 


I. G. A. Stores Gain 


I. G. A. stores in recent years 
have shown consistent gains in 
patronage. Whereas they were 
patronized only by 5% of the fam- 
ilies in 1942, the percentage has 
gone up to 9.9% this year. Inde- 
pendents get 48:9% of the grocery 
business (compared with 42.5% in 
1942 and 56.1% in 1935 and 36, 
their best showing to date). Other 
trade is divided this way in 1946: 
A&P regular stores and supermar- 
kets, 30.2%, and National Tea 
regular and_ self-service _ stores, 
5.3%. 

The latest survey reveals a 
downward trend since 1944 in both 
number and percentage of families 
who buy most of their groceries 
Monday through Thursday, with 
only 10.9% buying groceries early 
in the week. Friday buying has 
been on the upgrade since 1943, 
until now 51.1% of the families 
in the greater Milwaukee area are 
Friday buyers. Saturday grocery 
buying is done by 36.4%, com- 
pared with 36% in 1945. 


Gingerbread Mixes Up 


A big jump in the purchase of 
gingerbread was noted. While only 
19.7% bought the product in 1945, 
30.6% are shown as purchasers 
this year. . Duff’s mix jumped into 
first place, 54.5% of the families 
expressing a preference for this 
brand, compared with 47.4% for 
Dromedary. Last year Dromedary 
led Duff’s 66.7% to 34.7%. 

Buyers of quick frozen foods 
have increased from 28.3% in 1945 
to 44.8% in 1946, with both the 
percentage and number of fam- 
ilies increasing as incomes grow 
greater, the survey shows. Birds 
Eye is the most popular brand, 
with 90.6%, followed by Polar, 
5.8%; Booth, 2.3%; Honor, 2.1%, 
and miscellaneous, 2.6%. 

Buyers of canned luncheon meat 
spurted upward, with 59.4% this 
year, compared with 39.9% in 
1943; Hormel’s Spam outbids all 
the others together, with 68.3%; 
followed by Treet, 17.5%; Prem, 
17.1%; Broadcast Redi Meat, 3.9%; 
Rath, 2.9%; Mor, 2.3%, and mis- 


in the 
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cellaneous, 2%. 

Quick sudsing soap substitutes 
are surveyed for the first time in 
the *46 study, and 25.5% of the 
families indicated they bought one 
or more brands for general house- 
hold use. Dreft was the most 
popular, with 55.8%, followed by 
Vel, 45.8%; Swerl, 4.5%, and mis- 
cellaneous, 1.1%. 

More . Milwaukeeans are pur- 
chasing their drugs in independent 
drug stores, the study indicated, 
with the percentage going up from 
67.6% in 1945 to 69.8% in 1946. 
The number patronizing chain 
drug stores has dropped from 
22.2% to 20.3%, while department 
store drug purchasers have risen 
from 7.9% last year to 9%. 


Most Men Buy Whisky 

Department stores, however, 
continue to lead in sales of cos- 
metics and toilet preparations. In 
1946, 53.3% go to department 
stores; 19.8% to independent drug 
stores and 9.6% to chain drug 
stores. 

The percentage of men who are 
buying alcoholic beverages has 


On April 16th, Station KFI cele- 
brates its twenty-fourth anniver- 
sary, which certainly says that we 
were pioneers in the radio field. 
The initial broadcast came over a 
-5-watt transmitter at a time when 
the general public was skeptical as 
all-get-out about the future of ra- 
dio. Despite the pessimists, KFI’s 
owner, Earle C. Anthony, held to 
a vision of the real possibilities for 
radio and set out to bring to the 
West such outstanding cultural and 
entertainment features as: the first 
live symphony concert; the first 
live broadcast of an opera in its 
entirety; the first broadcasts of 
football on the Pacific Coast. In 
1924, KFI was instrumental in es- 
tablishing West Coast network 
broadcasting by arranging a hook- 
up with KPO in San Francisco. A 
few years later this hook-up be- 
came a part of the NBC transcon- 
tinental chain. Technical progress 
did not lag behind program pio- 
neering at KFI. In 1925, six years 
prior to the time that it became a 
50,000 watt station, we were one 
of seven outlets in the United 
States to launch test broadcasts to 
Australia. Through constant exper- 
imentation with its own facilities, 
KFI was able to offer good recep- 
tion “Down Under,” even when 
bucking adverse weather. With 
sound programming and technical 
progress as the keynote of its op- 
erations, KFI continues to hold a 
dominant position among the na- 
tion’s broadcasters. 


CLEAR CHANNEL 


KFI =: 


t8 for LOS ee 


Represented Nationally by Edward Petry and Company, Inc 


gone up from 63.6% in 1944 to 
74.9% in °45 and 77% in ’46. 
Whisky, with 82.3%, led all types, 
followed by wine, 69.2%; brandy, 
16.5%; gin, 15.9%; cordials, 8.9%; 
Scotch, 8.1%; rum, 7.6%; ver- 
mouth, 5.4%; ale, 4.2%, and ready- 
prepared cocktails, 2.2%. 
Milwaukee’s use of beer in the 
home has gone up from 71.2% in 
1943 to 81.7% now, although the 
number of brands declined to 31 
from 37 in 1945. Consumer pref- 
erence ran this way: Schlitz, 
32.2%, down from 36.3% in 1945; 


Pabst, 19.9%, down from 25%; 
Blatz, 17.3%; Miller, 10.1%; Fox 
Head, 5.8%, up from 4.3%; Inde- 
pendent, 5.4%, and Gettleman, 
5.1%, up from 4.1%. Schlitz also 
was the favorite draught and 
bottle beer. 

Asked whether they planned to 
buy an electric dishwashing ma- 
chine, only 7.4% said they did, 
while 91.4% said “No” and 1.2% 
were undecided. 

Other family wants shaped up 
this way: 84.3% would like to 
buy television sets; 77.4% want 
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FM; 75.9%, AM; 68.6%, automatic) ABC Meeting July 5-7 


record changers, and 62.6%, short- 
wave reception. 

The 142-page plastic-bound con- 
sumer analysis, fully indexed, in- 
cludes six sections—foods, soaps, 
drugs, beverages, homes and 
equipment, and general habits. 


Adds Kahn to Copy Staff 


Pauline Kahn, formerly on the 
advertising staff of Montgomery 
Ward, has joined the copy depart- 
ment of Beckman & Beerbohm, 
Detroit. 


Directors of the Audit Bureau 
of Circulations will meet in Win- 
nipeg, Can., July 5, proceeding to 
Banff for meetings July 6 and 7. 
The Canadian meeting was can- 
celed last year because of war 
conditions. 


- . a . 
Rejoins Father's Firm 
S. Maxfield Palmer, recently re- 
leased from the Army, has re- 
sumed his duties as sales and ad- 
vertising manager of Solon Pal- 
mer, Inc., New York, perfumers. 


in 


stolen on December 31, 


With more than 100 years between 
these two thefts, 
performed the same helpful service 

The stolen horse of 1842 
was recovered through prompt action 
by Prairie Farmer in publishing 
the facts. The truck was reported 
1945, and that day WLS 


each case. 


announced the theft and asked for help on 


its regular noon Dinnerbell program. Before 
the end of the program, 


the missing truck 


was recovered 100 miles away. We receive 
hundreds of letters every day, 


asking advice, 


information and help. 


Prairie Farmer-WLS service to folks 
in "Lincoln Land" has never changed—— 
and never will.--B.D.B. 


Where Prairie Farmer-WLS 
Influence is Concentrated 


Among 14,000,000 People 


Used as a TEAM 


Prairie Farmer-—WLS 


“The will to serve bears no date-line.” 


7, were 


ORD rela 


President, Prairie Farmer and WLS 


~ \N100 years of service has built a 


confidence that insures sales 


These two incidents, a century apart, show the 


yrs” 
yrs” 


BURRIDGE D. BUTLER, President 


hey PENETRATE DEEPER 


AMER 


CHICAGO 


ever-willing desire to help that make Prairie 
Farmer readers and WLS listeners believe in our 
purposes. This confidence, hallowed by time, is 
multiplied by thousands of cases of help rendered. 
Such confidence is priceless, measured in enduring 
results—priceless to every worthy advertiser seek- 
ing sales in this ‘““Lincoln Land” market. 


HAIHIE 


— a : 
. | | ; ‘3 
Ipees Siaceiitinaigaiae | 
ele ee Z. 
‘ : ee | 
, | 
o | | 
‘on 
t i ‘ E = ee 
be : cee we ll a Rec foe ae Pe ee 
oS yee cee ail ie ee ee 
‘oes ; ir a BE Ns RL] = 
j ; ((4 az : : SII. a tat & : “— a . % Ya $3 " a . ane a 
en | | it 1945 «a Ceuck was = _-' = e 
Souncil ee Ht : j ee mo 8: — oo er 
0-25— om P ig . tas ‘2 \ 
a . Be 2 ce oy ee e ee Bs ; 
e fi 1. in % i; = j a ~~ ; —_ a — 
Lf yy a Sf Jee: — ae? 
—- ef —_— PW 
" ee ae "ete Bg 
ae, Pert wee oN ae . \° 
eo Eine -_ <A & ~— ae = 
| : , _ : SS a rae pa " : ne : . F 
' ae . . - etd ‘. . Ri 
' = : - comm te 
i" ee 2% ' : ae i "e 
1 Fall . kK alii Sf 
; oat es ee P a =o 
| 1" ' ee eu “ ‘ z * 
a . E fe <a ar pe Bg 
| ! ! ia a 3 ae ma 
) BO Tight , Ree ret ney eae ‘ - aries 
' y¥ ! PE : i 
1 IT ' i 
| ON A NOTE OF LONGEV ee 4 
| ! ' ae 
' I a 
K P| a ; 
' ' f ‘ 
j ! : \ canes 
! \ ate 3 
] ' : \ ) ' ? ee — 
= Y oe am 
wri | oats is 
! — \ tm . A es 
' 1 k: 
! 1 we ~~ 
' 1 . - Pe 
1 ' a 
: a ; 
o_o ‘ ‘ ; ee 
» 7 
; , ; — 
1 1 ay ce 
I ' =s 4 i gael nr ’ —_ 
| ' ™ Peas a ee ae ogee” gee en 
1 \ : “ 4 x ag oe 2 a 
: ; = 8 A ja 
7 . Cee ee 
Stier 2 
: : ee ae = 
1 \ . 
1 1 Fail - 5 
1 ! aii 
! ' a s* 
y ! ee oe 
! 1 i 
1 1 Z 9 
! ' a 
: ' ve 
| ' P 
! i * 
; : a 
! ' o 
! 1 as 
1 ' ee 
! 1 : 
1 1 ‘ 
: : es 
! ' 
' 1 ie 
! ' 
! ' , A 
! ! a 
: ' Te 
' ' a 
a 
' Rie: Ps E 
! ' eo ae : 
! ' : aaa 4 
: ' 2 = 
: ' sai bait 
1 cHicAace ve 
1! 
! 1 
1 1 I 
' ' 
1 1 66 fi'( 
' 1 3 
' ' : 9 . : oa : > 
1 1 a 
! 1 : : ; 
| Pe 
1 igi Be Ds 
FNT : 1 aes Mer be \ 
! 1‘ ae AS a o “, fh 
| ! ' oe eae ae \ 
' 1 ae oie \ 
he ' ' St =e \ 
{ ! i i : 
“% ) | | “a po 
ER = ge ee PO | 
al _ | | 
Kil ICY ' ; ag 


ai. >, Meta unas s aa Re Basle cae : ee oe. ae gh tee 4 Sir eae i RES, ee) es a ae oon SS x og pies 
sheer AS ae ji heat RS es, : ‘ EE e SRA ed Nicene aN bc. Ore sea eS P oaueli Us ape eae et nats ip ake) = ple oe ae ipttiaa es 
a, . = , e 5 wae ms ' “, ia ; ioe ee 
: e--——- -- semmeememmnesnmmmemtmemeeeeeesmee ee Ee - en a ne eee er a . ] 
¥ rs j 
; Jaen ? ; ‘ : 
ae pe Ra oe : he a gs Ee peal mee 7 leu PRS Ln tae ie oi tere ee Seats 5 334 a ae ee IRE sie gee ese One aa . ee 
= baled r g - ; a a. Paro f4) | ee ree Re i, . alee a ere teat fats : 7 Br PaeR MES Sy Se) clin ae. bi Sd a Pee SEP nieuioe ck ance BM io 
ees) es, Mime 2) mes ‘ aaa ce <a moses altel i SE eG Se ee) cla ame ence cc eal yaa Ja a? 
aoe Semeee mn eh 7S 2 ale pS. ee aS a ae 2. : ca i inde pS" Yo Se CR Tien ee Ts oar 2 kh enone Be Pere oer Gael co ee ea oe eer: -- a ee Bsr oe 7 
ee a a ae Pe ee eyes, See ee ae ¢ eae ee ale. ea og aia na LT ier etme file tice os gia ee” oS” es, Cer reer | ae oe 7 4 
a - eae ee eee ee ee 2 heey a risa gee «yy RDG eet ogee eee OM ore ee aa eis Pe ym ee oe” «Sr es 1 es 
Bee ac me ‘ cae eee as ae he SEY oN NR aera eee: " m Bie Maer st bere aS EE oer, ee are " edocs eas r ee ets Scie x bie Sil ule m: . _— = 
hae SS Params as rh oe a Ea ee . eee Cee Le a kg ee eae Seeammeee Pegi less Me eee Bea ieee i in ee ad Sram rag x BS +i ae . . al FESS 
eee a ce ie en eee : a fg ee eae ae oe Reg Be eer ae a eee te A. ag ee > a. 
Seer “ = ied ate Steet: vege Gtk 2 a eae wer ee re . a ‘| as a, i oo Le Saeeaae > 2) agg ira aa Bei Rg Say eae a Sop Te 3 Cok ae ; 2 ae ae 4 Bo ee oe a nes 
i al .. oe: eat yen iy ee ene . . p Se on E ee Reso de ie ee é ee feng 7 7 ee ia oY oy ea al ae ote 4 ° ae oie a ot 4 eine =a 
ie ee 4 er he ire Lp PR ap eer cial en q = = ec am ig ees Books La cia Poe sa aa ae ‘eo Si ee aR ai Reh as : Pies ene fas: . Po ial SteR SETS oS Tienes 
ee: Ra . ie, a é Pine iors ace avid: Be elt eS = Bie ’ ‘ ee “oe a al 
5 ea r . . eo ! Fi sas a F ss ee 2 io oie sya: ee eee a eee Aa ip ead Fi 
: % a ae : : oa as i ce : aie Poets ew Bes ae a ? a ey ae . 
; § : i Neer ee + . —— ae eee eine ee) eae ope nie fol J Senate ect =! > Dear Sei clea ae rd e * fig as 
; pir = ae pee. tee ae 2 ee eR Behe a pg eS So ee ne, k: ie ey — Pi: ea: ab 1 ee 
hae ae ‘ oe Pals Ses pega eae eB S55, as ete eT Gee. ee So ae dt sie dl Bye Sy 1 eS ele Aah fs a P on ls pa 
= (aon ee a ee odie vs eis ih estiate, S s mie hie Pete See (spot an jane oo : laa TERRES gee Sos re ae “a ee eae % * a eee 
ee Be ee ee aha ' le ee i: eee Bette. oe aie Oe oe en -~ : ee , sila ue 
ee . ames ies pet se Fin totes a ye - oe a F "Teas ‘a ei : a, ae a Pc ee Ta “a ge oe ee : : ee , . ‘ > dl ae 
oe Bn rn te eo ale ee —_ ea a 0 UM ae Me * “ : ” ” eal af 
. [ee aie cure <= Bey. ey Bz a a ee SOE et * bs eae 
‘ ee eS a ee i: es a ie Me ee ig bi ea '  gieepealar meal Pr “se 
je ee Sa ——— — ae ee Dy a Be et a Bh. a « pee 
ae orl ale : oh Semaaee Sais ee . . ae op Re ae lg i ee = WES ie “ee ey ah 
an he Bs hh ce) shi pars gee POS es aie ‘ ier «: é, |: 3 a ee aa rected FY - Fay ae et zi = 
Bee, ee, os ee ii ae cg as . : z et ees Blo i a ae RT ee eee acceler gon oe 
para Sen atone oh Sa sieht oS ¥ 7 ~~ 3 ae Yee Big LE ee, | Aen get aah ee De Ree rae 
poe, nie " ere e (ees Be eres A : a5 eam ° . € “ 3 ‘ ee 7 5 ee F tc ie: Derehay ieee fee oe 7 Sea er erter 2 - * 
pity Set ees hk ie eed te Rae on ae Fis eS = 3 * ‘ eli ae ere TE a. a ee eee) ee be eee 
oe ae . PM el can ar eRe Maik ns dh S. i 4 cs Sy EN Rea = Ses ieheiis irate ts. Ve 7 . 
See SS Res eee 2: caer ne : oat ey sc kee ie a é 
i . ~ Ee an ary lv 4a 7 ie: . ; 
; . ‘aig Carter oe =e ih, aout reba te - — ae oo be m ; nal 
; ; ie ied a a ie Pe - . 
i a al ; ™ , ae ae Glee | é ae — : os - 
4 sia ee ce ad J te ROS el ok ee 7 : “RSS ah emia ac Uah ena St gine Re a 
F . ‘ eae a ee tee : ‘ 9 a eee te: eae a = A im em EO a el she . eo aR eae 
: pia = ee € «3 * os Be ea alta oo eee got Pen ae ae ee es | ae 
, 6h nn EO ey ee ee eee 5 — i 5 ¢, We re ee ae Sone Sie. ee RS ate ga Sar erie ee 
Bae Ag ae i ee ei es ‘ * ae . a eee eee SPS “ pone Meet ee > “ 
_ aa aes oe at eae ont ee ns -. Seay wid i ee 
ere I san ae ‘ = ke Set a 
—— aig ea ee , : . » - wee oa 
mie oa NE ee aeagaea : pews ™’: Ff —_ 
eo ee a Se re . : Ree. it . RE Reo: ‘ 
es eee i Hp eee = Pa aks. eas 
: | Se ee em Gress coca —. ie ee eg oe 
aa . ibaa Mee chee eh et ON crema tk aa or hats ae — a Nye nan ie? a da 
papal hs ekg mr gee ba eh ayn a —- °° “? ee a ie 
Ree 5, faa aegis i Free Se ieee al iF Eee | a ee ee ee tees pe nue Bees i a 
ie . ere ee a Sn a ree Ne el “ee eg ale 
b ups =) ‘ eee a ae = ee eG oe Oe aa , eS 
AS ie! 4 a 4 ee a, ae ee a a 
ae ee i a. ees a a Fe. S fp 
F eae ss nie naps cea: ye Sail aa aa gees it le ee hres a ae I ea a be 
Sis Niges j ee ee cama Lae Si BC ia es SM al to ae . ee 
HS SO ae Ls wees! CR Paes.) at 7 See a. Om pee 4 a 
_ . see ee eee See te r 3 se ao ‘2 re * am 
. ae ese atu MOE : > ese ‘ Bs eR 
i rrr ae ae eee Sia ame sauce ks, a —-_ ” i fos, Te 
. be See eee ae Os eee oe al eed ee 
. GAR ee Mar. paptat ee Veg aches ty. SoM ake Se dake “ i - trea Be 
vie Be ae eee c Meee sy St wy fu ke a oneal ey a a an 7 a ; 3 38 
Rees. eee cae ee oe ae siya : — | @ 
aa . ees) RT See tous bie ee etn a Oe ee Lee aS oe 
a ee I Ee Eee | cota 4 
ie chelate ee ee ee ee as ee r. . a 
ee asteh are a ae reps cere ee ‘ a Gee Sees) an ie Se. he 
en Cr Sa “ et ee a : ee 
ae i. eee Re , Sie ae x, ee a 
real Reoric e Sis Po Se ee, i, , 3 ie Oe 
ai ‘ : he a Tae : a a 3 ce 1 Se 
i _@ oa ay * y 6 at =~ &, Me ce bee a = 
owes = thy me: E ‘ eee | tee 
: rie . : wee ee 
i ; 4 Se ee ‘ : a 
g og : SAT ee : = oe | ae 
~— £5 wed. Seer Se? ae 
7 a ae. od é 3 We f s ae 2 ee 
ae Se eee aa 2 —— re a : eee —_— a ae mere 
eet ak : feo Mae tant sr oe 7 " ie Re 
seta dia Bi i alg aie a oes aS) a ees ae - ? San Oe ae ila ae | as 
saci a | ay Se a ven 2 so -_ . : a a ™ i | & ee 
neo ‘oem maa G Ere (ay ee eee an mt a ~~ aa Bich eee + Be val i. " | — 
; My cna Sit a Ae Uae on Ste — ENC Bi oe Pigs gg | We 
oe ee ee | af a +S. ue 
f is aie a rang pnt eae eI ci “a ci ‘ e. ee 
. sa a 5 a oe. 
es - be oo . ee iv Ope ae ge ee a . Be ge ee ea 
see Ge ee ee ties eee ae eae ¢ * ogee 
ae . ol er Beh ie ed Be oa nie! c a ae 
' i , ee IGS co ota ‘ °c Me | ae 
: ‘ rei Le ee : it cee a. . | 
: oe ciel lipasa sa aaa ae ie Le 
sali ee gan ice ea 
ee eee ee we eee pees r TS 
” @ > an ee So aes ear: ; : te) 
frie Vote | lS te ; te a ee 
ale eee pee. oui Pe ee 3 1 ee 
+ re aoe: . Ps 6S 
ieee ae ee eee one eda en oe 
poe " : Sr se ee ip Pa oe easie : oe ot a 
wre Me Oca a ae Me ae ve ee os «eel 
; ‘ Orr RD hans Pi (Apis amt Saat te ys i Fare» « ae 
ee ene ae ee ec Les ’ ceeetC 2 amt gG at om vat ae 
Biter) é es NERS aS A «CRE SS cen hoe fa Sr att se % is 
ae = ee eT ATTN ogee Lee Nit tid ie Os Sa Be Se os ek 
f a oe ay as ae 3 ye 2 bei a ee ie *: 2 eo eet re 7 ‘ + ef : ie F 
? a ae ae spe Seer ee ae i eh ' ies 5 MB eee ace Sie ray 
ee a ae ace ae ae og ee cas a bicep cone Goi 7 Ae aed 2 * 
vere a ° Ss ae ae 7 .* — ier ar ae 
bee anh . val oe : ae ol hls pti se te es i ae 3 bd ies | i Oi ad eee * Ree 
oa Nae p eet woe ee ‘ae pan te Gieeus a Sa 2 a ae 2 peer ak es ey Oo. 
ie : Wray ° eg pee! a Bd a i gee oH : 3 Seas ta Bi. yacht el 
Per, aa a ate. ee HM: es ees ee a : TO. te ‘ Safes oe “A ee 
ae Be ag | nce ee oo ere ‘ 2 oe. eh oa | ie oa we 
Paks 5 F en Be ee ae ne a ° cn ae aa ae 3 . 3 os it Dee eaareg meee 4 2 Fe el c y 
‘ (ene a ath ele) ca, be ona MS ee ie ct - ‘ Ease a ne ee # e 
; i. een “ga 3 I's cit Heat = Si x x oe 
Sea SS ills : ee ee eae gy Tas ee aed B92 Gs ae ae f “= — 1S 
4 Rakai ee em a al a. —. = Rae Pe et i . ye: 8 : he 
Sa oe nA : aa jf i r, eee : 7 ‘ ¥ es 
sgt Sa MM eas me, 4 J ee os a * Ree 
el Ss ie (pairs roy: Serre: ee - Eu HR. : po Fe 
n ler ee 5 ee ea ie nie ey i 0 . Ae eae ‘ ie a) cs ‘ ea. o 
ie 7 ae a, Se eo ame oe ee. pee saaiee eres Aik ‘ fe. Oa 
aes Mae ee gm i ee i= = eS, —— a ey s r em Ee 
fo tae ; So sigur. ea a ee oe aa eee Pi ies, <a s : > Ba 
eee a tage gee cae Re ee a ae cr oa es Besides, a eae ee me } a : ees 
| i ae ee ee ee "' So ee ee eee ©. ges Te ee Pee : Pe : ~ Fo 
ee Be es es a ee : % so ms theoe, ee &, ; af 
pe ey Sen iia a fod a ees : , 3 ny Oy . eee a 
e ' — 1 ie aN fine : q 2 . ie Meare : oo  «=—ite 
an ee ee et eee en ae S ‘i re Sab Pepe ek. he 
ee Sa age <p RII a ape peach oe ees 2 reat es oe ‘ Te Be: paces (ECS 
eet Bey «gi 7 SESE aE ae pe eee a iy ares ! ee) oc : i ey ae 
ie ; ee Berita a a es Sears! f an ae, a 
ic Se wi erage heme Ds lel Fun aa Ey oie a >! : eee 
Lee tee oe PT ue Re ates ee Ue Niner Oe ieee 
o 3 Paya ce Sn 8 ma Re cet tate ag 2 ae ee 
ea pai eer id Escacieiee coo oN ig Ne om A een . ae ae p< Ee 
rite rae Bog: » RE ee ae eae ee” eae a Ba 
ie eae Pe oe Ol silige  S e R fs | # & 
a : ary ol ERE tee er ee Be ae ca — 
ot rae oy + ee Me Ege Re be 4 
car, en Aen es ee ee ee ee) ae s 
ea is ie ope a ea —e 3 oe 
i Wig as pes NS tam i cy , ‘ xg git, | 
= - fe a ees eae ee phe Wy 8 oS 4 
ee | a eg Aci ae ee ree erent : aad 
| — a Bo ee a. 
‘ie er ee : re = me 
ey Se pe Sa ee oe ne ae pes ee Eo 
: = Oth peta be a ee Pies 4 
ie Oh ie. Same ee Peete oo oe, Ee * Ee" = 
Pe ai SO ON ee tes a a Beret! Sag ae Ee 
is Ps | See eS is ee Cs. he 
ag. ee ee vee. a yaa eo... eee | 5 ae 1 ee 
ie eee ae ee a ORR ed ie a Al S. 
‘Sabi eae ee eee ee | oad) 
re Pi eae Sle caiptc = > Shete aa : ee OF gS Gatien! ee 
Sg ' a Ree angi Be a ne es T ee e ’ 
Sie aes hes Poe ee a i gee ein ei Ae i essen eee 
J rt : Soe eae ie em Lies pact . eae we me feces: PI MEE ~ 
ji es : : ‘ - eee (all. ¥ ee 8s 2 2 pa 
ape = ee wae ‘us * set : ae a ‘ am ™ 
. ia ze: : elon : ae. wt ‘ i Posh a ae | & 
4 5 Eeede Wee 4 5sacod Steaecea aie ai : 2 el all gles ets A aves cd cc ee cei % jee by 
bi ; = oe VE chy a SRR SOT ae = 6 ingle eae Cae E pe: “ e ‘ gatas. 3 aaa: ae Reet 
Wires oes. oar poe ae ec aie Pepe pee ee SY ie eee - age st i TE ead TOE Ti, suaaymmmeer ek | ——_ 
a eee Be oo ee ee Peaiderl Ce ae Pee sli ena te aay, enc oc il cae naam ins 
aA : et Berri > ae em eee ek. ee ae Sy eae : ee oe — * a 3 os . < x e 
ae : ene > Be) Dane pt! rah es, eee efit Frome Re det ere, cag ” tei a 
, ee 5nd oe en A eee ae bate Ws gg tne ; cone . ” sme on " 
E ee Pye Sot ae ae Pers ae — aes ae oo 4 if Titre ayesha! ¢ * 8 P saetioites ee Oe ER ne “ ssinaisit one 
é yee ia gaa . : D5 Seen ORE ed ee Ae ate oe oe we cea. a 
——— Ae te < BG oo, ys ee aa g : Sa ee ov, haan CoO, eens es ihe scence a scshail eee Te, il ae ei 
ae “5 . es Fight OT agate rare IS a a, Bee ie ee: oe hae heath aes hae ae “ene iecoee,: ignite SreeCetaig:,. Mee . ’ 4 
Reise area Sherr SS) Sy EN Staph = Nene ‘ TAP ee jaan tara s renee = é pe . : 
Mea etl aie Peaiae eal art i hbo Ce eA ee Tee ae rea aaa ‘ eS ers o ‘ ‘ q si i . 
y ane Dace, q ye toe ! ; sed ae f 5 le Re =? ce pm) en = x gg “ 
oe! Rey oe Sg tee aries a a Fee Be ar as, Ske ee i as = tae arn act eect * swe wee cael Seonwcitprottoneene e 
patie ge ese eae) eee ee eye pee oe “e geet si ae 
ain gee 3.920 Re pe at Slee ey ee aes : : ee set: tg. sing ~ a a wn - “ 
toe fe A fen ge ea % ©! te eee et é - f Pet re uae * Ese “ oer ee 
pants oe Ome saps iit gt Ls al are ae gee ee ee ee : : i si ge sical aia - tee we eae 7 
ayers bol Rad ee Duar lie liars panne due aoa aoe es iS CRS. re er wre pa : ices esi ns “a ~ 
Lagiriee SRS Sane pine ame aii os oe ae eas ae Phe ieee wate ci - ii IO ky ie n= tn: -ore ‘ 
ioe fk cea 7 Sh ae Oo iia es Ne pe reams a are r re sf ~ a ° - 
cam a : ge a i ae a ili. eecumncaiad cast soutiee- pines saat ge! * ie 
Aaa Vee } fae een t ie ri rt ees Gl = om cd me — Sr ee : : ie tom | 
sea 4 : be sce oe cen en Ae Come Veep ee ss : ape ” a coma - eel % 
—. : 5 ee eee de ae : men sass y . id mace! 
= Pe LG ale P : all a ee a ea | 
2 , nee : , a ee as ac = Le Bis is Sn ‘ i i ‘ “ . yo : Bg . ‘ 
a a re een sy ges seal ee — ise ” - 
E : ee < 7: a oo snags os sahiee ia Mo 
: Sipe te : ss ~~ i stnansen ae sal 
iaif i - nn ge aa 
: . ge mnie ee . . ST oe ealiaail * 
2 : we ~ aoe - ie scaicitaaad - “s 1 us 
; f : yee int exalt % — a . 2 
i = i om _——- « 
‘ ‘ J 3 ie at ‘ - 
‘i ed — : 
5 ; a ‘ se we ‘ee , 
: oe m ag wiv . ne, 
; 4 3 Ee ie , 5 es 
ite sa ae a s . agen 
: " OMAR sy oon i a 
APO iy 3 
t ‘ r \ eta: a... 
| . ; at ie ue OO capa on 
i f ‘ a oad * wy 
en . 2 © ncaugiy Ei 
i = a“ 
; ee P sis « 
—— eel eal Onn 
4 ; P _ : EA te yang le ee 
. = : re = P aan ER BR nate x “ ~ . Ks 
3 welt ' r 
4 2 : ae . ements a 
f or ‘ Og Pore ee : = 
; : u siptiiebinty xspente 
4 a ga lS os on - ne 7 Oe. “ 
a me Rely ta: geen. ne mi ~ ~ an ~ "a 
e secs a6 : — Y Pract cine 
. ne Tt as ekg ity “ete aie 
: 2 oe meme ee Eo I a ian - od 
;: ae a eons ‘ aioe om 
' 4 cael ; ae ™ ee wee | i, 
Re i hs Nae NB BE BE ae ating fos nie cited a ca i 
= ' 
} 
i | 
2 he ‘ _ - \* 2 eg Se Pe ee : ape ee . z : ; vi Fae ee : eae ee aa : es 8 me ae 3 


editing is swinging more 
sportsmen and advertisers to the 
Unquestioned Leader every month. 
Now America’s No. 1 sportsman’s 
magazine is bought by over 
500,000... the biggest, lowest-cost 


coverage of men who buy the 


best of everything. 
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6 lJ * h’ control, eliminating strikes and 
|lockouts for one year, etc., and 
p Ses aruc S |concluded with his statement that 
i \“If labor and management so will 
/it, more and more wealth can be 
17-Point Program 2 
that each can share in more and 
i . r better things at lower prices. 
as nferim opy Down that path we can safely go 
to the benefit of all and the dis- 
4 ae : The new community relations 
oe gee 1 so — “a ‘program will continue G-E’s in- 
oct i. telnet pen tecwartl stitutional advertising policy, but 
reproduced 17 poset B winds 44 'specific details have not yet been 
Baruch to the House banking and |& Osborn is the agency. 
currency committee last month as 
“interim” copy between its strike Don Lee to Record 
campaign and a new program—}| Mutual Programs 
a community relations drive. |has announced it would record 
G-E’s copy was captioned, “Ber-| the majority of Mutual programs 
nard M. Baruch suggests a 17-|and rebroadcast them at their 
point program to benefit every one present times after daylight sav- 
picture of Mr. Baruch. The ad | SRR nday programs moving. for- 
quoted in detail his proposals for ward one hour are: “Pilgrim 
increasing production, cutting gov- | Hour,” “Lutheran Hour,” “Sweet- 


produced—more things made—so 

New York, April 24.—General | #4vantage of none. 
Mii Gtidansn” Beneed we ‘decided. Batten, Barton, Durstine 
now in the blueprint stage—for| Don Lee Broadcasting System 
of us,” and was built around a/ings. time became effective 
ernment costs, maintaining price heart Time,” “True Detective Mys- 


teries,” “Quick as a Flash,” “Those | 
Websters,” Cedric Foster and’ 
Quentin Reynolds. Five-a-week: 
“Smile Time” and “Queen for a) 
Day.” Saturday: “Hawaii Calls’ | 
and “Harry Savoy Show.” Sunday | 
shows rescheduled: “Voice of! 
Prophecy,” 9 a.m.; “The Shadow,” | 
3:30 p.m. Saturday: “Chicago 
Theater of the Air,’ 6 p.m. and 
“Leave It to the Girls,’ 8 p.m. 
Others continue at present times. 


Buys Richmond Store 


Spiegel, Inc., Chicago, has pur- 
chased the Sydnor & Hundley Fur- | 
niture Company, Richmond, Va. | 
The new store occupies a five- | 
story building in the newer Rich- 
mond shopping district. This | 
makes a total of nine stores which | 
the company owns in the home! 
furnishings field. 


| 


Ferguson Appoints Hunt | 

Fred Hunt has been appointed 
director of distribution of Harry 
Ferguson, Inc., Detroit. Prior to 
joining Ferguson, he was eastern 
sales manager of the DeSoto Motor 
Corporation, with headquarters in 
Detroit. 


...that’s only “egg money” in 


OHIO FARMER | 


CLEVELAND 


The Golden Crescent 


N FARMS in years gone by, “egg 

money” was the small change a farm 
wife kept for pin money. Today in Fe Golden 
Crescent —the rich rural area embracing the 
states of Michigan, Ohio and Pennsylvania 
—a year’s cash receipts for eggs alone totaled 
$179,228,000. That's 13.4% of all the egg 
money earned in the United States in 1944. 
Cash receipts for eggs and poultry to 
gether in We Golden Crescent added up 
to $283,848,000—12.4% of all U. S. egg and 
poultry sales. 


That’s just one reason why farmers in Tne 
Golden Crescent enjoy good year-’round in- 
comes ... why their cash reserves in War 
Bonds and savings are so high... why 70.4% 


of their farms are fully owned. That’s 70.4% 


MICHIGAN FARMER 


DETROIT 


of land and buildings valued at $2,254,463,470! 


HERE IS A WAITING MARKET ... with 
money .. . with urban tastes for branded, 
advertised goods .. . with a long list of wants 
which they can satisfy as soon as manufac- 
turers offer them the things they need and want. 


Tue Golden Crescent is a compact market 
of three million farm folks . . . which can be 
covered thoroughly and easily by three well- 
read and trusted publications— MICHIGAN 
FARMER, OHIO FARMER and PENNSYL- 
VANIA FARMER. 


You can reach these people with your sales 
story, using only three publications. If you 
want a slice of that hundred and seventy-nine 
millions in “egg money”—tell your story to 


The Golden Crescent! 


Tae Golden Crescent 


RURALLY RICH —POLITICALLY POWERFUL 


Copyright 1946, Capper-Harman-Slocum, Inc. 


PENNSYLVANIA FARMER 


HARRISBURG 


Lt. Martin Moore Foss Jr., son of Martin M. Foss, one of the 
founders of McGraw-Hill Book Co., and pres. from 1927-’44, mar- 
ried Georgina Mary Dewey at the River Club, N. Y., April 6. Lt. 
Foss is on terminal leave after two years in the Pacific with the 
Marine Corps. .. Katherine Dunphy is engaged to Martin Quigley 
Jr., associate editor of Motion Picture Herald and Motion Picture 
Daily... 

Cecil Carmichael of the NBC advertising and promotion depart- 
ment and Mrs. Carmichael have a 7 lb. son, born April 3 at New 
Rochelle Hospital. . . Marcel LeGrand, head of France’s Societe 
Anonymie Benedictine, is touring the U. S. by invitation from our 
State Department, learning latest methods in packaging foods and 
beverages. . . 


Px 
AT COAST MEETING—Earl C. Anthony, KFI, Los Angeles; Sidney N. Strotz, 


vice-president of NBC's western division, and Niles Trammell, president of 
NBC, at one of the Los Angeles sessions of the ‘46 NBC-affiliates meetings. 


Bert Silen, who has been manager of KPO-NBC news and special 
events dept., San Francisco, for the past year, sailed April 26 
on the freighter “Snapper” to rebuild his own station, KZRH, in 
Manila. He was one of the prisoners liberated from Santo Tomas 
prison, and had blown up the station to keep it out of the hands 
of the Japs when Manila fell. . . 

Thomas Hughes, v.p. of National Export Advertising Service, New 
York, en route to Brazil, will stop off in Colombia, Costa Rica, 
Guatemala, Mexico, Panama, Trinidad, and Venezuela, where he 
will contact associate agencies, media, and clients’ sales reps. . . 

Jerome Dewitt Barnum, former pres. of the ANPA and formerly 
publisher of the Syracuse Post-Standard, and Mrs. Barnum have 
announced the engagement of their daughter, Lucia Jane, to Oliver 
Slane Wilson, who served as a Navy lieutenant in the Pacific and 
Japan. .. Dr. Franklin R. Cawl, Kudner’s director of marketing 
and research, was guest lecturer last week at the Wharton School 
of the U. of Pennsylvania... 


RECONVERSION—Russell L. Putman, right, president of Putman Publishing 
Co., receives greetings from Oscar S. Tyson, president, O. S. Tyson & Co., at 
a "reconversion luncheon" in New York, given by the agency head to help 
"Put" ease back into his publishing job. During the war he was aide to the 
commanding general, U. S. Forces in the Middle East. 


Bill Berry, Keystone Automobile Club exec, left Philly by plane 
April 19 as goodwill representative from the Poor Richard Club to 
the 30 Club of London, Great Britain’s well known ad fraternity. 
He will present a framed Citation of Merit to the British group 
congratulating it on its “courage, enterprise and distinguished serv- 
ice’ during the war. Mr. Berry will return to the U. S. after a 
motor tour of France and Switzerland... 

In Cincinnati they’re saying that George Fries, bus. mgr. of the 
Times-Star, might as well be “emperor” of the Cuvier Press Club. 
He’s just been elected president for the 16th year. .. And Ewart G. 
Macpherson, western supervisor and manager of the J. J. Gibbons 
agency office in Winnipeg, is proudly displaying a new Legion of 
Merit award he has received from the U. S. government. Mr. Mac- 
pherson served as wing commander in the Royal Canadian Air 
Force in command of the Air Force Training School in Edmonton. 
A group of senior American officers flew from the Alaskan Wing at 
Edmonton to make the presentation. . . 
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Bonded Whiskies 
fo Remain Scarce 
for Several Years 


Spirits Institute 
Bewails Controls 
as Production Falls 


Washington, April 24.—The Dis- 
tilled Spirits Institute, seeing no 
immediate end to the liquor in- 
dustry’s war-created problems, 
gloomily predicted in its annual 
report last week that it will be 
several years before the shelves in 
the nation’s liquor stores again 
become well stocked with bonded 
whiskies. 

With the industry still on a lim- 
ited production basis to conserve 
grain, taxpaid withdrawals in 1945 
increased to 156,000,000 tax gal- 
lons. This was well above 1944’s 
116,000,000 but below the 175,000,- 
000 gallons withdrawn in 1941. 

The trend to production of 
blends continued in 1945. With a 
critical shortage of aged whiskies, 
the limited output of matured 
straight whiskies may be expected 
to continue for several years, ac- 
cording to Howard T. Jones, ex- 
ecutive director of the institute. 


‘No End to Restrictions’ 


“The past calendar year brought 
an end to the WPB control of the 
facilities of the beverage distilling 
industry,” the report said, “‘but it 
by no means brought an end to the 
restrictions, limitations and con- 
trols that were imposed on the 
industry during the war. 

“The Department of Agriculture 
now allocates to the industry the 
amount and kind of grain that 
may be used; the CPA limits the 
types of bottles which the glass 
manufacturers may produce for 
beverage purposes; OPA retains its 
control of the products of the in- 
dustry.” 

Reflecting the distillers’ ner- 
vousness about their public rela- 
tions during the food conservation 


drive, Mr. Jones stressed that the 


low grade corn used in making 
alcohol is not wasted but “is being 


(Ky.)! 


converted into highly nutritious 
poultry and cattle feed.” 


March Production Slumps 


“The recovery of by-product 
feed from the processing of grain 
in the manufacture of alcohol and 
alcoholic beverages,” he said, ‘“‘has 
become increasingly important 
during the past year due to the 
acute shortage of high protein and 
vitamin food supplements.” 

Distillers just getting back into 
large-scale production reached 
about 25,000,000 gallons in Janu- 


ary of 1946 when new production | 


restrictions were issued by the De- 
partment of Agriculture. Produc- 
tion for the entire year 1945 
amounted to only 144,000,000 gal- 
lons compared with 175,000,000 in 
1941, but the production of 
whisky accounted for only 42,000,- 
000 gallons of the 1945 total. 
According to Bureau of Internal 
Revenue figures, production in 
February was about 23,000,000 
gallons for all kinds of spirits. 


because of a smaller grain allo- 
cation, and a falling off of grain 
inventories. 


Ad Club Elects Officers 


C. James Proud, advertising 
manager of Ohmer Corporation, 
has been elected president of the 
Dayton Advertising Club, succeed- 
ing Leigh Metcalfe, assistant ad- 
vertising manager of National Cash 
Register Company. Ralph Cam- 
eron, manager of the merchandis- 
ing department of Airtemp di- 


March production totals are ex- | vision, Chrysler Corporation, has 


pected to be considerably lower 


‘been named vice-president. Win- | 
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nie Garrison, advertising manager 
of Donenfield’s, and Elwood Fol- 


\lick, Printing Service Company, 


have been appointed secretary and 
treasurer, respectively. 


SIGHS OF LONG LIFE™ 
FOR QUANTITY BUVERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkraft* Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


“Trademarks Reg. U.S. Pat OF 


CRITERION REACHES READ 


CRITERIOW SERVICE 


WD Past Coane (rs 


ee 


CRITERION SERVICE = 


..»in Naborhood Shopping Centers where 98% of all food, 
and 85% of all drugs are purchased. 


“AGES — ALL INCOMES 


Criterion completely covers Naborhood Shopping Centers. 


For its audience Criterion selects actual family buyers of food and drug products. Men, women, and children 


respond quickly to the colorful invitation to buy because Criterion posters are placed at busy corners 


close to the stores where these shoppers can buy before they forget your message. Criterion is all day, everyday 


advertising used by manufacturers like Heinz, Ralston-Purina, Swan, Bond Bread, Wheaties, 


Armour, Wrigley, Tip-Top Bread, Borden, General Foods, Corn Products and others. 


riterion 


el. Supe 


Ata base cost of only 
$3.60 per panel per month. 


aN ee 6 
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“Cover Catholic ! 
Schools, Churches, 
and Institutions 


135 W. WELLS ST. MILWAUKEE 3, WIS. 


~- 


Promotion of Emerson Radio & 
Phonograph Corporation’s new 
hearing aid probably will be lim- 
ited to direct manufacturer copy 
and dealer cooperative advertis- 
ing. Nationwide sales through se- 
lected outlets are expected to be- 
gin about July. There is little 
| probability that national maga- 


zines will be used, due to the lim- 
ited market. Sales now are limited 
to a relatively few outlets along 
the eastern seaboard. 

tk ie %* 


In the face of growing overseas 
promotion by former U. S. land- 
locked airlines, veteran Pan- 
American continues to pull in its 


advertising horns. With 10 pas- 
sengers waiting for every seat, 


pily the storm of protest from pas- 
sengers-to-be who read copy boost- 
ing Pan-American’s Bermuda pas- 
sage when passengers were being 
turned away. 

American Airlines, beset with 
problems of plane deliveries, is 
making advertising plans on only 
a tentative basis. Color pages in 
national magazines will promote 
|American Airlines’ domestic and 


offering you more than three million people who are America’s Best Customers 


BOSTON * 


ADVERTISING OFFICES e@ 


NEW YORK © CHICAGO *« 


PHILADELPHIA - 


CLEVELAND e DETROIT e 


ST, LOUIS e« SAN FRANCISCO 


Pan-American remembers unhap-_| 


Advertising Age, April 29, 1946 


‘foreign service but when nobody 
| knows. 
* co * 

Chicago agency radio directors 
and broadcasters hepe to bring 
order out of chaos in the handling 
|Of requests for free time and air 
plugs for social service agencies 
and others by channelizing all such 
requests through the local office 
of the Advertising Council. The 
Radio Management Club is con- 
sidering sending a notice to “all 
drive organizations” requesting 
that all bids for program coopera- 
tion be submitted first to Mrs. 
Lavinia Schwartz, the council’s 
Chicago radic director. This would 
keep in effect locally the program 
begun by OWI during the war. 

* * * 


| A bill authorizing creation of a 
Department of Commerce for Mas- 
sachusetts, with a $1,000,000-a- 
year budget, is expected to pass 
both houses of the legislature in 
Boston by the end of April. Most 
of the expenditure would be for 
advertising in an effort to over- 
come a 20-year trend of industry 
to move out of the state. 

Although some reports have it 
that the new department’s budget 
would be cut to $400,000, it is said 
that the $1,000,000 recommended 
by the commission headed by Jo- 
seph P. Kennedy will be passed. 
The commissioner of the new de- 
partment would get $18,000 a year 
for a 10-year term. 

* * * 


Nine of the 26 largest advertis- 
ing agencies, estimated by ADVER- 
TISING AGE to have billed over 
$10,000,000 in 1945 (AA, Jan. 21) 
do not yet belong to the American 
Association of Advertising Agen- 
cies. Present holdouts are N. W. 
Ayer & Son, Dancer-Fitzgerald- 
Sample, Biow Company, Grant Ad- 
vertising, Inc., Maxon, Inc., Wil- 
liam Esty & Co., Donahue & Coe, 
|J. M. Mathes, Inc., and Russel M. 
| Seeds Company. 
| These nine had combined bDil- 
lings in 1945 of about $170,000,000, 
or slightly more than a quarter of 
i combined billings of $630,000,- 


000 for the entire group. 

| Although many leading agencies 
\long have been members, the Four 
|A’s membership of about 150 now 
jembraces an ifcreasing number of 
'smaller agencies. 

a 


Sparked by a vigorous Blade 
jattack led by Paul Block Jr., co- 
| publisher, residents of Toledo have 
voted into effect for five years 
a city payroll-income tax law, 
which taxes not only residents but 
those living in the suburbs who 
make their livelihood in Toledo. 
The measure the Blade advo- 
cated raises tax revenue from 200,- 
000 people, rather than 55,000 
property owners—and may set a 
successful pattern for similar ef- 
forts in other communities where 
the tax income has slumped be- 
cause wealthier families moved 
outside the city corporate limits. 
Already a suggestion for a similar 
‘tax has been voiced in St. Louis. 


| * * * 
| 


A new musical magazine, as yet 
unnamed, directed to Negro read- 
ers, with a circulation estimated at 
500,000, will reach newsstands not 
later than June 30. Editorial qual- 
ity indicates heavy reader response 
regardless of race. The name of 
the publisher cannot be divulged. 
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Casite Starts 
Campaign to Grab 
New Car Market 


Hastings, Mich., April 24.—Fed- 
dor Rojankovsky, children’s book 
illustrator, gave a colorful sendoff 
last week to an intensive campaign 
to sell postwar motorists the sludge 
solvent, Casite. 

A springtime illustration 
“painted expressly for Casite’” by 
the artist, accompanied by the 


iy Fbwer tar LComs ; 


Fhe 


Sf 
f 


headline “for power that Zooms 
in the spring .. . tra la!”, domi- 
nates the full-color page run in 
last week’s Saturday Evening Post 
by the Casite Corporation. 

The company, now using spot 
radio, plans to sponsor a network 
program starting in June. 

The Post page, representing the 
first commercial use of artist Ro- 
jankovsky’s work, says this spring 
is different because there’s “gaso- 
line galore and never-ending roads 

. all beckoning you to come on 
out and really live again.” 

The product is sold by service 
stations, car dealers and garages. 


For the fourth year, Casite adver-| 


The Picture Magazine with 
the Largest Reading Audi-. 
ence Among Negroes 


iS PLEASED TO 


Announce 
The Establishment of 


OUR NEW YORK ADVERTISING OFFICE 
at 152 W. 42nd St. 


Directed by 


LEQNARD EVANS 


formerly of 
Associated Publishers, Ine. 


and 
JOSEPH SHORE 


Publishers Representatives, Inc. 


and the appointment of our 
Los Angeles Representative 


FREDERICK H. STERN 


412 W. 6th ST. 
LOS ANGELES 14 


Negro Digest 
PUBLISHING COMPANY 


Irwin J. Stein, Adv. Mgr. 
6125 S. Calomet © Chiceage 15, MM. 


,tising features a 


double-your- 
money-back guarantee, with a 
maximum refund of $1.30 per pint 
—twice the nationally advertised 
price. 

Keeling & Co., Indianapolis, is 
the agency. 


Goodrich Shifts 

M. G. Huntington, formerly as- 
sistant manager in the Detroit of- 
fice of the automotive, aviation and 
government sales divisions, B. F. 
Goodrich Company, has been 
named assistant general manager 


of the company’s associated tire 
line sales division. He succeeds 
Chester E. Carroll, who has been 
promoted to division general man- 
ager, following the retirement of 
Harry E. Keller. 


Adds Art Research 


New Center Studios, Detroit, has 
established an art research, di- 
vision, staffed by 10 artists, to ex- 
periment with new methods and 
techniques which will provide bet- 
ter art, reproduction and layout 
for national ads. Emmett McNam- 
ara heads the new division. 


Directs Sales Training 


Bendix Home Appliances, South 
Bend, Ind., has appointed Alden 
C. Olander retail merchandising 
manager. He will direct training 
of retail salesmen in addition to 
heading the Bendix retail mer- 
chandising program. 


Changes Name 


Training Aids Company, Detroit, 
formed in 1942 to produce manuals 
and films for military use, has 
changed its name to Benedict, Inc., 
and has doubled its space in the 
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Penobscot building. Officers of the 
new corporation are: Donald 
Benedict, president; Ferd Prucher, 
vice-president, and Marshal E. 
Templeton, secretary - treasurer 
and general manager. 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums 


foreign countries — Astron Mat- 
Data, Planting Tables, Fishing Celen- 


dars, etc. 
HART WRIGHT CO. 
Penn Yan. New York 


The “Magagne RL Dromadined Saif Lmprovernac— 


* LAST SIX MONTHS 1,010,114 A.B.C. 
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~SPLEARHEAD-> 


Don’t Be Satisfied with Ordinary 
Wasteful) DISPLAYS 


Way We Suggest... 


Now is the time to employ our counsel 
and services to insure best acceptance, 
maximum use, consistent results. 
We are a Display Agency and co- 
operate fully with your advertising 
agency to “Pipe-in” the force of na- 
tional advertising. 

WINDOWS 


Also Complete Services for Every Other Point of 
Sale Activity 


<< 
— 


36 Pages... 420 Pictures... 


America’s Largest Oraanization Specializing 
in Merchandise Presentation 


W.L.STENSGAARD & ASSCCIATES,INC. / 


375 N. JUSTINE STREET + CHICAGO 7, ILL. 4 i. 


ns 


an Exhibit of Performance 
Write for a copy of it Today on your business letterhead 
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vemvereeoronvoworoxruaswm Wart a Shirt? 


LEADERSHIP AT “POINT OF SALE” 


Plenty in July, 
Says CPA Chief 


Official Predicts 
_ Low Cost Clothing 
_ Supply Will Improve 


Washington, April 24—Sig- 
nalled by OPA chief Paul Porter’s 
prediction that within three 
‘months it will be possible to walk 
‘into a store and buy a man’s shirt, 
government agencies last week 
|predicted that the shortage of 
‘low-cost clothing will soon be 
‘under control. 

According to CPA chief John | 
'Small, material was provided dur- 
‘ing the first three months of 1946 
‘for 2,350,000 dozen men’s shirts 


'to $9.75 a dozen group. 


‘suits and pants were well repre- 


RE 


Seen ee 


wholesaling in the $1.37 to $2.25 | 
range. Mr. Small estimated that | 
between 2,500,000 and 2,800,000 | 
men’s suits were made up to April | 
1, wholesaling in the $22.50 to) 
$28.50 classes. 

“While we are not over the 
hump we are moving ahead and in| 
the not too distant future the nor- 
mal balance between low and 
high cost apparel will be restored,” 
Mr. Small said. He warned how- 
ever that it will still take time 
to fill the pipelines of supply to 
the point where everyone will 
find all they need. 


Expects 90-Day Scarcity 


The CPA report also showed 
2,529,000 dozen dresses, more than 
half in the misses’ and juniors’ 
sizes in the $10.50 to $27 a dozen 
group; and 1,777,000 dozen men’s 
and boys’ undershorts in the $4.25 
Infant, 
children’s overalls, and boys’ wash 


sented. 
“We do not anticipate that the 
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Advertising Age, April 29, 1946 


CEREAL CIRCUS— With the circus 
season in full swing, General Foods 
Corp., New York, is bringing a three- 
ring circus to every town in the form 
of a 32-page “Post's Circus Book," 
complete with games, cutout, puzzles, 
etc. Grocers feature with the book 
two banded packages of either Post's 
corn Toasties, Raisin Bran, 40% Bran 
flakes, Grape-Nuts or Grape - Nuts 
flakes. Hi 


full force of the program will be 
felt at the consumer end for at 
least another 90 days—and, in 
some instances, considerably longer 


| than that,” Mr. Small said. 


“Nevertheless, isolated reports 
show that even now shelves which 
had been completely barren of 
vitally needed clothing are already 
beginning to feel the impact of the 
cooperative effort between busi- 
ness and government to overcome 
the deficiency. 


Shirt Supply Grows 


“Low-cost shirts and shorts are 
moving into the market in in- 
creasing volume and as the heavy 
demand is met, more and more 
stores should begin to stock the 
normal supplies,” he said. 

“The past few weeks have seen 
an increasing number of suits on 
the market. While these are still 
swiftly bought up from retailers, 
the encouraging fact is that ship- 
ments seem to be getting back to 
he 
continued. 

“No one knows when the un- 
precedented demand, which flooded 
producers and retailers almost the 
day the war ended, will be sopped 
up by the supplies moving into the 
market. We must remember that 
for a period of three to four years, 
normal production, normal stocks, 
and the normal flow through the 
distribution pipelines suffered the 
consequences of total war. The 
unsatisfied requirements of that 
long period must be met before 
we can attain an economy of bal- 
anced supplies and demand once 
more.” 


Royal Fabric Plans 
Promotion Campaign 
Royal Fabrics Corporation, Chi- 
cago, is expanding national dis- 
tribution of Royal shower curtains, 
bathroom ensembles and related 


specialties. 
Promotional plans include new 
|packaging, a dealer advertising 


and sustained 
trade copy. Malcolm Howard Ad- 
vertising Agency handles the ac- 


| count. 


Keim to Monroe Dreher 


Miss Josephine Keim, former 


|advertising manager of the fashion 


division of L. Bamberger & Co., 
Newark department store, has 


|joined Monroe Dreher, Inc., New 


Vice President and General Manager 
J. A. Folger & Co., San Francisco 


CCT he terrific plus which Folgers Coffee seems to be getting today can be attributed 


only to our newspaper advertising. We feel that no other medium can drama- 


tize our selling slogan (‘When I say coffee, | mean Folgers’) so effectively. Our 


use of the humor-panel technique, with its high visual pull, has proved a choice 


that is guaranteeing both goodwill and sales, present and future.?? 


This advertisement, prepared by the Bureau of Advertising, A. N. P. A., is published by The Des Moines Register and Tribune n the interest of all newspapers 


| 
| 
| 


| 


York, as copy chief. 
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AGRICULTURAL TEACHERS 
EXTENSION LEADERS 


Use 
} Better FARMING . 
' METHODS 


WATT Publishing Co., MOUNT MORRIS, ILL. 
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Local Influence Counts 


Year after year New England Homestead renders an exclu- 
sive and appreciative service to New England farm families. 
Editorially the Homestead concerns itself with New England 
farm projects and New England farm problems. 


Time after time the Homestead has demonstrated that it 


has won the confidence and loyalty of its -s 
Pe 


tens of thousands of readers throughout 


rural New England. This local influence is 


a definite asset to advertisers. 
Pie 


To sell the New England farm market— 
you need the local influence of the 
Homestead. 
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Studebaker Opens 
‘Biggest Drive’ 
for 47 Models 


1,700 Papers Carry 
Announcement Copy 
for Postwar Cars 


South Bend, Ind., April 24.— 
Studebaker’s 1947 Champion and 
Commander models will be intro- 
duced late this spring with one of 
the most extensive advertising 
campaigns in the Studebaker Cor- 
poration’s 94-year history, accord- 
ing to K. B. Elliott, vice-president 
in charge of sales. 

More than 1,700 newspapers and 
94 radio stations are scheduled for 
the introductory campaign, which 
will describe the new lines as “the 
first postwar cars.” Simultaneous 
local announcements in both 


media will emphasize Studebaker’s 
decision to go into production of 
1947 motor cars without delay, Mr. 
Elliott said. 

Two-color ads are scheduled for 
newspapers in some cities of 100,- 
000 or more population where 
color is available. Introductory 
copy also will appear in The 
American Weekly and Metropoli- 
tan Group rotogravure. 


Newspaper Copy 


Newspaper copy will feature 
photographs of the various body 
types in both the Champion and 
Commander lines, also descriptions 
of engineering and styling ad- 
vancements. Supplementing this 
basic campaign, copy in national 
magazines will show color photo- 
graphs of models in both lines. 
Following the initial newspaper 
announcement, Studebaker will re- 
vert to a continuous schedule of 
frequent newspaper insertions in 
black and white. 

Concurrent with the newspaper 
campaign, Studebaker newscasts 
on 94 stations will carry an- 
nouncements devoted exclusively 


O OUR KNOWLEDGE nobody has yet defined the 
ideal poster. And perhaps that is as it should be, for some- 
times definition, intended to lead to sharpness of conception, 
may guide in the opposite direction. 4| In a good poster, zt’s 
the idea that counts. It’s the idea that should be translated into art and color. 
When that is accomplished, no interpreter is required. And isn’t it possible 
that a poster may also achieve the highest and most soul-satisfying art and thus 
demand recognition through sheer beauty of design and clarity of message? 4] Are 
we advocating a new type of poster? Yes, indeed, if to make a poster superbly in- 
teresting to more people, make its message more easily remembered by more people 
is to lead into new paths, by all means let us discover them. 4 McCandlish gets 


its creative joy from concentrating on the art of faithful reproduction .. . delzver- 


ing in the finished poster all the values the artist put into his finished drawing. 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS &% ADVERTISING DISPLAYS 
ROBERTS AVENUE & STOKLEY STREET - PHILADELPHIA 


Advertising Age, April 29, 1946 
to the new 1947 Champions and 
Commanders. The Friday night 
“Melody Tour” program, featuring 
Felix Mills and his orchestra on 
a 39-outlet Don Lee network, will 
carry similar copy. 

After the initial newspaper and 
radio announcements, the com- 
pany will break its major maga- 
zine campaign in weekly period- 
icals and a long list of monthly 
publications. Two-page, four-color 
introductory copy is slated for 
early June in Collier’s, Life, Look, 
Newsweek, The Saturday Evening 
Post and Time. Single pages in 
color will appear in Business 
Week, Pathfinder and United 
States News. 


Appeal to Women 


Following the introduction in 
weekly magazines, announcement 
four-color ads will appear in 
American Magazine, Cosmopolitan, 
Fortune, Red Book and True 
Story. Country Gentleman and 
Farm Journal will cover the farm 
field. Individualized advertise- 
ments aimed at greater visibility 
of Studebaker advertising by 
women are scheduled in four 
colors for Ladies’ Home Jour- 
nal, and this schedule will be 
broadened to include Harper’s 
Bazaar and Vogue. A series of 
specialized copy is contemplated in 
|Esquire, Holiday, National Geo- 
graphic and The New Yorker. 
| Studebaker’s 1947 models will 
‘be introduced to the automotive 
!trade through black-and-white in- 
|sertions in Automotive News, Au- 
tomotive Topics, Motor, Motor Age, 
| Motor West, NADA and Southern 
|Automotive Journal. These will 
break concurrently with consumer 
copy. 


Dealer Helps 


The campaign will be imple- 
mented with assistance to dealers 
|in the way of point-of-sale, show- 
room and local outdoor helps, also 
‘radio transcriptions and suggested 
‘dealer follow-up copy for local 
| use. 

Current Studebaker truck ad- 
'vertising campaign in national 
weeklies, farm magazines, auto- 
motive and state trucking associa- 
tion publications will be held at 
present levels for the balance of 
the year, Mr. Elliott said. 

Roche, Williams & Cleary, Chi- 
cago, handles the Studebaker ac- 
count. 


Outdoor Men to Meet 


The national executive commit- 
tee of The Ad-ver-tis-er, Fort 
Wayne, Ind., outdoor poster adver- 
| ising service, will meet May 3-5 
| 


at the Palmer House, Chicago, ac- 
| cording to W. Frank Welch, presi- 
|dent. A plan for zone meetings 
will be considered, and arrange- 
ments made for the national con- 
vention. W. B. Speeler, formerly 
| with the New York office of Gen- 
/eral Outdoor Advertising Com- 
|pany, has been appointed national 
|sales manager, and will endeavor 
'to extend coverage to every state. 
The service, which operates 
5%x12% foot boards, now has 
coverage in 31 states. 


Thomsen Joins GF 


Thomas C. Thomsen, recently 
'discharged from the Army and 
‘prior to that associated with Bob 
/-Reud Associates, has joined the 
public relations department of 
General Foods Corporation, New 
York. 


CONFISEUR 


“LUNCHEON DINNER 
COCKTAIL BAR 
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... like California without the 


BILLION DOLLAR VALLEY OF THE BEES 


This is California’s great 
Inland Market... the 
Valley of the Bees... 
where The Fresno Bee, 
The Modesto Bee and 
The Sacramento Bee give 
81% coverage of 1% 
Billion Dollar Buying 
Power. * 


THE SACRAMENTO BEE is HOME- 
DELIVERED io 94 out of every 100 
families in the ABC city zone. 


THE MODESTO BEE offers 91% 
coverage in ABC city zone; 57% 
of trading area. 


THE FRESNO BEE, with largest 
circulation between San Francisco 
and Los Angeles, gives 90% cov- 
erage in ABC city zone, 


* Sales Management's 1945 
_ Copyrighted Survey 


Be recrive Buying Income here in California’s big inland market, the 
Billion Dollar Valley of the Bees, has zoomed to 1% billion dollars. 
Per capita retail sales top the national average by 34%.* 


Advertisers talk best to prosperous Valley people in LOCAL newspapers, 
because this affluent area is far removed from the Coastal markets. And 
the dominant local newspapers are The Sacramento Bee, The Modesto Bee 
and The Fresno Bee, 


In the combined circulation orbit of these three McClatchy daily papers 
live 83% of the Valley’s people . . . 81% of that whopping EBI is concen- 
trated . . . 88% of the Valley’s total retail sales are made. Not even a 
COMBINATION of other papers can approximate that coverage. 


THE SACRAMENTO BEE - THE MODESTO BEE - THE FRESNO BEE 


MCCLATCHY % «’\ NEWSPAPERS 


New York « Los Angeles « Detroit »« Chicago « San Francisco 
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Elects Bowles, Ruml 


Chester Bowles, U. S. economic 
“stabilizer, and Beardsley Ruml, 
treasurer of R. H. Macy & Co., New 
York, have been elected to the 
board of directors of the Encyclo- 
paedia Britannica, Chicago. Those 
reelected to the board are: Robert 
M. Hutchins, chancellor of the Uni- 
versity of Chicago; Harry Hough- 
ton, president of Muzak Cor- 
poration; Paul G. Hoffman, presi- 
dent of Studebaker Corporation; 
Henry R. Luce, editor of Time and 
Life; John Stuart, chairman of the 
board of Quaker Oats Company, 
and E. H. Powell, president of 
Britannica. 


Van Sant to Smalley 


Ending a four-and-a-half year 
hitch in the Navy, K. Smith Van 
Sant, veteran of 25 years in stage 
and radio, has joined A. E. Smal- 
ley and Associates, Hollywood 
screen and radio writers, as head 
of the radio division. Mr. Van 
Sant was former chief writer-pro- 
ducer for C. P. MacGregor, and 
originated “Skippy,” “Hollywood 
Radio Theater” and other shows. 


ANPA Extends 
lts ‘Recognition’ 
fo 6/7 Agencies 


Membership Reaches 
756; Will Develop 
Press Wireless 


New York, April 25.—Continued 
paper ‘and materials shortages, 
labor problems and the possibility 
of increased second class mail 
rates were offset by such optimis- 
tic factors as growing membership 
and recognition of advertising 
agencies, in reports of officers and 


committees to the annual meeting” 


of the American Newspaper Pub- 
lishers Association here this week. 

One development recommended 
by the committee on press com- 
munications, headed by Gen. Julius 


Ochs Adler, New York Times, was 
the broadening of ownership and 
scope of Press Wireless, Inc. Until 
recently the Prewi stock was held 
by the New York Herald Tribune, 
New York Times, Christian Sci- 
ence Monitor, Chicago Daily News, 
Chicago Tribune, San Francisco 
Chronicle and Los Angeles Times. 
A maximum of $300,000 in stock, 
the committee said, is now being 
offered ‘to other newspapers, press 
associations, broadcasting com- 
panies” and other users. Several 
publishers already have bought it. 
Prewi was organized in 1929. 


Hits Fee Bias 


The committee urged the 
“watchful attention of publishers” 
on the attitude of the Federal 
Communications Commission 
against increasing newspaper own- 
ership of radio stations. “Recent 
grants of licenses by the FCC to 
newspaper executives have stated 
that the license is being granted 
on the condition that the newspaper 
and the radio station will be op- 
erated entirely as separate entities 


and in vigorous competition ... 
both as to news and advertising.” 

The postal committee pointed to 
the probability that a bill to make 
all classes of mail self-sustaining, 
proposed by Charles A. Heiss, con- 
sultant to the Post Office Depart- 
ment, would be reintroduced in 
Congress. “In the face of declin- 
ing revenues,” the committee said, 
“bills have been introduced in Con- 
gress to increase the pay of postal 
employes, and if postage rates are 
not increased such an increase in 
pay will mean further declining 
revenues, . 


Service Not Subsidy 


“The postal service was estab- 
lished primarily as a service to 
the public. The unfortunate word 
‘subsidy’ continues to linger around 
the second class postage situation 
in spite of arguments that... this 
is not a subsidy to newspapers, but 
is a recognition of the public 
service which newspapers render. 
. . . Any increase in rates would, 
of necessity, be reflected in the 
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FIVE-MINUTE NEWS PROGRAMS... 
EVERY HOUR ON THE HALF-HOUR FOR 
THOUSANDS OF LISTENERS TUNED TO WHDH 


Effective Monday, April 29, WHDH takes 
the lead in NEWS Service in New England. 
Every hour on the half-hour, from sign on to 
sign off, WHDH spots a five-minute news 
period! Twenty-one news programs every 
twenty -four hours! 

Full facilities of the great Boston Herald- 
Traveler, New England's leading newspapers, 
in cooperation with a complete WHDH news 
writing and reporting staff provide the most 
comprehensive news coverage of any New 


England station. 


Place your sales message where it reaches 
wide-awake listeners. Buy time now while 
select spots are available. Plenty of power — 
5,000 watts —and a clear channel at 850—to 
bring your message to alert New Englanders. 


An extensive promotional campaign now 
under way will create thousands of new lister- 
ers—a big bonus for wide-awake advertisers. 

This is the first of WHDH innovations which 
will make it a “must” station. Buy NOW, to 
get the most favorable time spots on WHDH. 


BOSTON 


5,000 watts at 850 on the dial 


e REPRESENTED NATIONALLY BY ADAM J. YOUNG, 


JR., INC. 
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“I keep telling him this is just temporary—we'll get 
an electric mixer as soon-as LAZARUS ANNEX opens!” 


INIARISon S2ESHe 


1.S.H.T.A. DOG ITEM—F. & R. Lazarus 
& Co. department store ran this un- 
lucky dog ad and four others in Colum- 
bus newspapers to promote the April 
opening of its Annex, separate home 
furnishings and appliances store. 


prices charged to the public for 
the newspapers.” 

Since the last annual meeting 
in April, 1945, daily newspaper 
membership of the ANPA has 
risen from 740 to 756. Twenty- 
six newspapers were elected, eight 
resigned and two were dropped. 
The two dropped were the Repub- 
lican and News of Springfield, 
Mass. 

In the last year the ANPA has 
received “by far the greatest num- 
ber of inquiries than in any pre- 
vious period, regarding the re- 
quirements for ANPA recogni- 
tion,” said the committee on ad- 
vertising agencies, headed by 
Harry L. Hawkins, Philadelphia 
Bulletin. 

The number of agencies recog- 
nized—677—is 46 larger than a 
year ago. “There were 101 ap- 
plications received; 52 of them 
have been granted recognition; 
10 were withdrawn by the ap- 
plicants because they did not qual- 
ify; one was refused because its 
financial condition was not sat- 
isfactory; 26 were placed in sus- 
pense, in absence of complete 
data, and 11 are pending further 
action.” Six recognitions were 
canceled during the year, and one 
reinstated. 

Of the 677 recognized by the 
ANPA, 649, or about 96%, “use 
the standard order form with con- 
ditions, or qualify their own 
forms, making them subject to 
standard conditions.” 


Improved financial conditions 


gave increased ratings to 147 
agencies. Thirty-four had de- 
creases in ratings. 

Two to B&B Board 


Edward R. Beach, secretary- 
treasurer and account executive of 
Benton & Bowles, New York, and 
A. M. Gilbert, a partner in the 
New York law firm of Davis &: 
Gilbert, have been named mem- 
bers of the agency’s board. Other 
members are Atherton W. Hobler, 
chairman, Clarence B. Goshorn, 
president, and William R. Baker 
Jr., executive vice-president. 


Chemist Named Editor 

Dr. William H. Lang, chief 
chemist and bacteriologist of the 
Newport News, Va., water supply 
system during its wartime expan- 
sion, has been appointed assistant 
editor of Water Works Engineer- 
ing, a publication of the Case- 
Shepperd-Mann Publishing Cor- 
poration, New York. 


Photostat divisions 
540 N. MICHIGAN AVE. 
185 N. WABASH AVE. 

410 N. MICHIGAN AVE. 
111 E. DELAWARE PL. 


Photography 540 N. MICHIGAN AVE. 
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OPA Struggles 
fo Salvage Price 
Control Remnants 


Administrators Hold 
Amendments Would 
Up Prices by 50% 


Washington, April 24—Still 
facing generally bleak prospects, 
OPA’s top command this week 
surveyed the wreckage of the 
price control act passed by the 
House, to determine what kind 
of compromise would defeat some 
of the more objectionable amend- 
ments. 

With a favorable press, and 
good public support, a reaction to 
anti-OPA feeling appeared to have 
set in as_ stabilization officials 
pressed for quick Senate action in 
the hope of obtaining legislation 
before a speculative urge freezes 
the flow of supplies. 

Bolstering OPA’s defense as the 
Senate banking and _ currency 
committee rushed through its 
hearings was the monthly Federal 
Reserve survey of business con- 
ditions, reporting that production 
of factories and mines had jumped 
from 153% of 1935-39 in Febru- 
ary to 169% in March, a lead held 
in early April despite the coal 
strike. 


Farm Group Active 


The Federal Reserve study 
showed a sharp recovery in ingot 
steel production, and gains in 
automobile, machinery, stone, clay 
and glass products, furniture, tex- 
tiles, paper and rubber products. 
Department store sales in March 
and early April were estimated at 
25% above last year. 

Although administration leader- 
ship seemed stronger in the Sen- 
ate in support of OPA, and oppo- 
sition was generally less bitter, 
a strong farm group, built around 
cotton state senators, seemed de- 
termined to upset agricultural 
prices. 

Trading among the special in- 
terests in the Senate, to lead to 
adoption of the Wolcott amend- 
ment requiring OPA to allow a 
profit on any item produced and 
amendments outlawing cost ab- 
sorption, was reported. 

OPA people contend that the 
Wolcott amendment, and another 
requiring decontrol of any item 
when production reaches prewar 
levels, would result in lifting ceil- 
ings from half of the items going 
into the cost of living, and would 
result in a 50% increase in prices. 


Foods Up 2% Billion 


Under these amendments 
adopted by the House, all ceilings 
on meats, coal, shoes, wool, rayon, 
textiles and women’s and chil- 
dren’s garments would go, and 
nearly all dairy products except 


IF YOU HAVEN'T 
SEEN THIS MARKET 


You'll want to know why certain 
foods, drinks, cosmetics and 
cigarettes are missing out on it. 


...For it is all around you, with 
seven billion dollars to spend on 
everything people buy anywhere. 
Yes, the Negro market is so close 
to us all that it’s easy to overlook 
it. And yet it is amazingly easy to 
reach it, too, for the Negro looks 
to his race press for guidance. 
Your advertising in his papers can 
earn his confidence, good will, and 
regular patronage. 

So no matter what your product is, 
it will pay you to write to Inter- 
state United Newspapers, Inc., 545 
Fifth Avenue, New York, for the 
facts and the success stories built 
out of reaching this great and 
growing market through economi- 
cal advertising. Write now. 


butter would be freed. 

OPA chief Paul Porter said ceil- 
ings on the majority of farm prod- 
ucts would have to be lifted and 
most basic industrial items such 
as metals, textiles, leather, rub- 
ber, chemicals, coke, stone and 
glass would be released under this 
rule. 

The cost absorption amendment 
would add $1,500,000,000 to the 
cost of food, apparel and appli- 
ances, OPA says. End of food 
subsidies would increase food bills 
$2,500,000,000. Abandonment of 


the maximum average price plain 
on clothing would up prices by a 
billion dollars just as the program 
is making itself felt, it is said. 
Stabilization officials feel that 
any jiggling with pricing stand- 
ards at this time will set off a 
“chain reaction” because there is 
so little slack in the pricing sys- 
tem. In hearings this week they 
tried to demonstrate that they have 
liberalized their administrative 
procedures in the interest of en- 
couraging production, and that no 
legislative remedies are necessary. 


Tenney Joins ‘Parade’ 


Walter I. Tenney, former vice- 
president and western manager of 
the Paul H. Raymer Company, 
Chicago, has returned from re- 
tirement at his western ranch to 
become vice-president in charge 
of public relations for Parade, 
weekly picture magazine. 


Jaeger Heads Own Firm 
C. P. (Pete) Jaeger, vice-presi- 

dent in charge of creative sales 

for American Broadcasting Com- 


31 


pany, has resigned to open his own 
organization in the radio and en- 
tertainment field. Offices will be 
in New York at 1 E. 54th St., and 
in Hollywood. 


Goodrich Boosts Two 


W. D. Jones, sales engineer on 
rubber tracks, B. F. Goodrich Com- 
pany, Akron, O., has been ap- 
pointed manager of the industrial 
tire and track division. He suc- 
ceeds Charles H. Kanavel, who has 
been named Los Angeles district 


manager of the automotive, avia- 
tion and government sales division. 
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“WALTER STEIGER 
Photographer 


NIGMATIC indeed 
rapher’s fate. He 


YMANIC 


“HE SNAPS 
CONQUER 


a 
Vio | 


is the newspaper photog- 
“shoots” pictures for the 


multitude, but his own face never appears in print. 
This time, however, we're giving Walter Steiger, 
Free Press photographer, a break, and here he is. 


About |the time that The Free Press was cele- 
brating its one hundredth anniversary, back in 
1931, Walter Steiger applied for a job in our 
photographic department. At that time he might 
have been called “the typical newspaper photog- 
rapher”’. ‘“Wally’” however, turned out to be much 
more than that. He became an wnusual newspaper 
photographer. This is so perhaps because of his 


genial and friendly personality, and because he has 


a very large “nose for pictures”’. 


“The great news picture” says Steiger, 


but a fraction of a second 
ever. One picture on the 


“lasts 
and then it is gone for- 
editor’s desk on time, is 


worth more than a dozen in your camera case at 


some distant point.” 


There, in a paragraph, is the reason why ‘‘Steiger’s 


stuff” gets into print... 


another reason why this 


newspaper is best-read, best-liked, most-wanted in this 


market . . . why its columns next to your advertising 


matter helps make your copy, better copy, result-wise. 


JOHN S. KNIGHT, PUBLISHER 


A DYNAMIC PAPER 
SERVING 
DETROIT 
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Color Television 
Net Is Feasible, 
Stanton Claims 


New York, April 24.—Success- 
ful 450-mile transmission of ultra- 
high frequency television over 
New York-to-Washington coaxial 
cable facilities has eliminated the 
last major obstacle to the prac- 
ticability of color television, Frank 
Stanton, president of the Colum- 
bia Broadcasting System, declared 
today. 

The test, made April 19 at New 
York, proved conclusively, Mr. 
Stanton pointed out, that programs 
in full color can be carried satis- 
factorily without modification of 
present television coaxial cables. 
It proved, he said, that color net- 
works can be formed as rapidly 
as black-and-white networks. 

He admitted that definition of 


color pictures was decreased to 
some degree but that the added 
information conveyed by color 
compensated: for the loss. The test 
consisted of color motion pictures 
and slides sent to Washington and 
then back to New York over the 
coaxial loop set up by AT&T. 


Chamber of Commerce 
Meets April 30-May 2 


At the 34th annual meeting of 


the Chamber of Commerce of the’! 


United States, in Atlantic City 
April 30-May 2, four general ses- 
sions will be devoted to the broad 
aspects of the national economy, 
supplemented by 15 group ses- 
sions, each covering a particular 
phase of reconversion. William K. 
Jackson, United Fruit Company, 
Boston, and vice-president of the 
national Chamber, will open the 
meeting. Final address will be 
given by Eric A. Johnston, na- 
tional Chamber president. 
Included in the program will be 
addresses by Herman W. Stein- 
kraus, Bridgeport Brass Company, 
on “A Program for Industrial 
Peace”; Edward N. Allen, Sage- 


Allen & Co., Hartford (newly- 
elected head of the American Re- 
tail Federation), “Getting Out 
From Under Price Controls’; 
George Terborgh, research direc- 
tor, Machinery and Allied Prod- 
ucts Institute, “The Bogey of Eco- 
nomic Maturity’; Professor Sum- 
ner Slichter, Harvard University, 
“The Threat of Inflation’; Attor- 
ney General Tom C. Clark on 
“Clearing the Channels for Com- 
petition’; and Assistant Secretary 
of State William L. Clayton on 
“American International Economic 
Interests.” 


Names John Blair 


Norman Paige, general man- 
ager of the Philippine Broadcast- 
ing Company, newly-formed net- 
work of six stations in the Philip- 
pines, has appointed John Blair 
& Co. United States representa- 
tive for the web. The first sta- 
tion in Manila starts operations in 
July, the other five starting in 
1947. An agreement with the four 
major American networks will al- 
low U. S. sponsors to rebroadcast 
their programs over the Philip- 
pine network from air-expressed 
transcriptions. 
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GAIN AND LOSS PERCENTAGES — 52 CITIES 
F 
MONTH 
FEBRUARY 1946-1945] LOSS if GAIN 
CLASSIFICATION [ wee con 10 (7) 10 20 30 2 40 50 [*) 
SHAR. .........s55} SO , | 
GENERAL -4 20.9 a 
AUTOMOTIVE 30.2 * 
FINANCIAL 52.0 
TOTAL DISPLAY. ._ | 25.2 
CLASSIFIED 30.5 
TOTAL ADVERTISING .] 26.5 
DEPARTMENT STORES | 21.7 rani eee REE 
ACCUMULATIVE 
JAN, |-FEB.28, 1946-1945] LOSS | GAIN 
| cuassiicanion [vw om | 40 10 20 40 Py 6 
ee 
GENERAL 15.7 (ornare 
AUTOMOTIVE 42.4 
FINANCIAL... _ ..-4 43.0 
TOTAL DISPLAY _| 21.6 
CLASSIFIED .....-4 24.6 
TOTAL ADVERTISING | 22.3 ' 
DEPARTMENT STORES | 17.9 | 


FEBRUARY NEWSPAPER LINAGE—The financial classification led the others 

in Media Records' measurement of newspapers of 52 cities for February, with 

a gain of 52% compared with February, 1945. In the Jan. |-Feb. 28 period, 

automotive and financial ran a close race, with financial showing a gain of 43% 

and automotive, 42.4%, compared with the first two months of last year. Smallest 

of the linage gains, comparatively, were marked up by general and department 
store linage. 
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SUE BAKER, Food Consultant 


who 


knows Southern Appetites, wins — 
‘responsive audiences for Food 


TIMES-PICAYUNE-NEW ORLEANS STATES 


New COLOR GRAVURE Magazine 


Here, in the section of the country world-renowned for its 
cuisine, women pay particular attention to their cooking. 
And Sue Baker is a respected and listened-to adviser to 


literally thousands 


of Southern women in their constant 


search for new ways to prepare old favorites, for Southern 
appetites. And now, to Sue Baker's persuasive influence, 
the increased appetite appeal of color is available to food 
advertisers in the new color-gravure section of the Times- 
Picayune New Orleans States Magazine. Each Sunday, be- 
ginning May 5, this localized magazine supplement will go 


QUARTER OF A MILLION CIRCULATION 


THE 


Eastman Offers 
$3,000 for Best 
|High School Pix 


Rochester, N. Y., April 23.— 
Eastman Kodak Company, contin- 
uing the national high school 
photographic awards formerly 
conducted by Einar Eriksen of the 
Stuyvesant High School Camera 
Club, New York, is offering high 
school students $3,000 in prizes 
for the best snapshots submitted 
before May 15. 

The contest involves 300 cash 
awards ranging from $5 to $100 
each, with a grand prize of $500. 

Eastman is_ publicizing the 
awards through 41,000 mailing 
pieces to high schools, camera 
clubs and photo dealers. 

The awards are “a first step in 
a broad and long-range program 
for interesting young people in 
photography.” 


New Sears Catalog Out 

For the first time, Sears, Roe- 
buck & Co. has published a mid- 
season spring catalog, “timed to 
the season—to help in your shop- 
ping for your present needs —in 
April, May, June, and in the days 
and months ahead.” The 324-page 
book lists new toys, plastic yard 
goods, floor lamps, a_ half-price 
offer of dentifrices, etc. 


Ends 20 Years’ Service 

After 20 years with Standard 
Envelope Mfg. Company, Cleve- 
land, where he has been general 
sales manager since 1941, Frank L. 
Sherman has joined Otis & Co., 
Cleveland investment bankers, as 
assistant to the president. Mr. 
Sherman has been active in the 
Cleveland Advertising Club for 16 
years. 


v CANNOT BE SOLD 
FROM THE OUTSIDE 


Concentrated Circulation! 


to 250,000,—a quarter of a million homes,—in each one 92% of the Times 14,270 ABC 


of which 1095 meals a year must be served. Multiply the 
effectiveness of your advertising through this powerful 


medium! 


Write direct or to our representatives for full details. 


REPRESENTATIVE: 


JANN & KELLEY, 


NEW YORK e CHICAGO 


ATLANTA — 


SAN FRANCISCO 


circulation is home-carrier-deliv- 
ered with a 73% Bayonne family 
subscription. Get your story into 
a majority of the homes six 


evenings every week, 


THE BAYONNE TIMES 


NEW JERSEY 


| BOGNER & MARTIN 
Sales Representatives 
CHICAGO 


INC. 


* DETROIT 


| NEW YORK 
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Consignment Sales 
of Bread Wasteful, 
FIC Tells Truman 


Washington, April 23.—FTC to- 
day stepped up its attack on what 
it termed “costly” and “food-wast- 
ing” competitive practices in the 
baking industry. 

A report to President Truman 
said that something must be done, 
and soon, to end cut-throat com- 
petition which wipes out small 
firms and increases operating costs 
for all. 

Particularly offensive to FTC is 
consignment selling, which was 
outlawed by War Food Order No. 
1, but which has been reappear- 
ing in many areas. Although ask- 
ing tighter enforcement of the 
food order, FTC gave no clear- 
cut idea of what it hopes to do. 

Nor did the commission hint 
what type of legal action might 
slow up competition among bakers. 
The report contained a menacing 
reference to the need for “a care- 
ful examination of present laws 
by the legislative and executive 
branch of the government to de- 
termine what legislation if any is 
needed.” 

Hampers New Ventures 

Over-stocking is proving so 
ruinous to the little baker, FTC 
says, that it is dooming new ven- 
tures to failure and promoting re- 
gional monopolistic control of the 
wholesale baking business. 

Itemizing “the trend toward 
concentrated control,” FTC reports 
that the “Big Four’—Continental, 
General, Ward and Purity—did 
$284,136,000 in business in 1944, 


companies,” in 1945, FTC said. 
When the order first went into 
effect, FTC points out, Kentucky 


fer losses from being overstocked, 
FTC claims, for bread retains its 
nutritional value for seven or 


author of “How to Make Sales 
Letters Make Money,” also co- 
author of “Direct Mail Advertis- 
ing.” Prior to his association with 
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Newspapers and business papers 
will be used. 


accounting for 14% of commercial | 


bread production, and that smaller, 
but locally important companies 
dominate many other markets. 
The commission reported that 
consignment selling resulted in 
production of a quarter billion 
unnecessary pounds of bread in 
one prewar year. The FTC claimed 


that War Food Order No. 1 saved | 
enough bread in 1945 to give Eng- | 


land, Scotland and Wales a daily 
ration of bread for 30 days; 
France for 36; the Netherlands for 
five months; Belgium for five and 
one-half months, or Finland for 
one year. 

The order also saved bakers 
$12,725,000, “nearly the aggregate 
profits of the largest three baking 


Print it in 


the West 
FOR WESTERN 


DISTRIBUTION — 


%& Los Angeles 


Flying us the copy, layouts, mats 
or piates saves time and money 
when you have anything to print 
on newsprint . . . black, color or 
process colors . . . fast, modern 
rotary presses. Our capacity is 
limited only by temporary paper 
restrictions. Samples and prices 
on request. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 
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_ safe cosmetics, and medically approved baby products 
_have gained vigorous impetus from war-nurtured 
_ conditions. 


help the acceptance of your product, you can suc- 


| Such health aids as optical and hearing appliances, 


grocers boycotted bakers, demand- | eight days. 


ing a larger mark-up to cover McGraw-Hill, where for many 


years he was in charge of the edi- 


losses. Private agreements among F nk E H ds pes one artic oe 4 if ublect justi 
a 2 ra ner Hea torial program and sales of books ||} consider up to Gs See eee 
wholesalers in New England and g in the mail sales department, he || "4,,,Nen-controversial, for | newsstand 


Philadelphia, who were trying to | Funk & Wagnalls _|was with the American Book 
escape the evil, resulted in anti-| Frank Egner, former vice-presi- | Company. 

trust action. A federal court fined dent of McGraw-Hill Book Com- a gg industria 
Cleveland drivers, who, working a Wagoalle cx president human interest surveys, 
on commission, insisted on pro- oO we fy | Foods Plus ¢ and other home 
Vidian auumiabenans soreies, part of a planned expansion pro- s to Lyon 


Based on progress for the 


; fillers, quizzes, gags. 
' o gram, according to H. Lester Cud-| Foods Plus, Inc., New York, has " d d Cartoon $6. 
If consignment selling were | dihy, chairman of the board. appointed S. Duane Lyon, New John G. Finch, MARCH OF PROGRESS, 


abandoned, grocers would not suf-| Mr. Egner is a lecturer and!York, to handle its advertising. || 54 S: Dearborn St., 
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individual, the 
child 
en- 


family or community. On health, 
culture, personality 

developments, 
usiness 
“how to'' around home 
Hobbies, 


and other homemaker ideas. 
Pay 2c 3 3c per 


Chicago 5. 


IW THE HEALTH FIELD 
War-Souwn Scedllerege Will Bear Profit See You 


a: 
Flowering Interest 
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NUTRITION) 
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| * Demand for 
* Medically fpproved. 


BABY PRODUCTS 


Sone pretty wholesome war-nourished seedlings are 
putting down roots in the health field today. Food 
rationing, for instance, survived a difficult start to 
produce some hardy blooming nutrition ideas—ideas 
which advertisers in the food field have been alert 
to utilize. 


If this newly awakened emphasis on health will lower than ever before. 


cessfully cultivate 
the field through the 
pages of HYGEIA, 


ship data—ready for mailing now. 


watt 


ee ee TE et 
AMEE, APE GLG Mig te. ge sD 


STREET . CHICAGO 


535 NORTH DEARBORN 


the Health Magazine of the American Medical Asso- 
ciation. For HYGEIA goes directly to health-minded 
readers—family people who think in terms of physi- 
eal well-being, influential health leaders, and a plus 
readership of almost two million in doctors’ offices. 
With HYGEIA’s big stepup in guaranteed circulation, 
the actual cost per page per thousand readers is now 


It’s a fertile field for health products—the field cov- 
ered by HYGEIA. You can readily check its value to 


your selling plans. Simply request a file of our reader- 
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Bureau Launches 


Sales Program; 
$725,000 Budget 


Seeks Support of Dozen 


Major Newspapers 
as |,044 Join 


New York, April 24.—“The most 
progressive year in the history of 
collective effort by newspapers to 
develop advertising” was noted by 
the governing board of the Bureau 
of Advertising in its 33rd annual 
report today to the American 
Newspaper Publishers Association. 
The report was made by Roy W. 
Moore, Brush-Moore Newspapers, 
chairman of the board. 

Mr. Moore pointed out that the 
bureau now embraces 1,044 dailies, 
: representing 75% of the total cir- 

e culation of dailies in the United 
States and Canada. For the fiscal 
year started March 1, he said, 
“the income expectation from all 
sources is about $725,000.” 

It was emphasized, however, 
that the bureau’s resources could 
be augmented considerably, “if a 
dozen large newspapers that have 
not yet enrolled can be interested 
this year.” Although these “hold- 
outs” were not cited, they were 
said to include several eastern 
Hearst newspapers, the Atlanta 
Constitution, Boston Post, Chi- 
cago Times, Kansas City Star and 
ee New York News. 


Sure of Ultimate Success 


Leading publishers also told 
ADVERTISING AGE that at least $1,- 


/000,000 would be needed to get| 


The board cited the growth of 


the bureau’s expansion program in |“public relations” advertising in 
full swing. The board believed,| newspapers since 1940 from $1,- 
however, that “the new program | 000,000 to $20,000,000 a year— 
will demonstrate so convincingly | partly as a result of the bureau’s 
its value to newspapers that the | presentation, “Industry and Public 


funds we feel ultimately must be 
devoted to this movement will be 
made available.” 

The retail division, of which 
John Giesen is director and Don 
Bernard of the Washington Post, 
chairman, will expand beyond its 


‘current $100,000 a year budget as 
/soon as possible. 


The national division, of which 


Alfred B. Stanford is director of 


sales and Vernon Brooks, New 
York World Telegram, is chair- 
man, the report continued, is mak- 
ing progress in showing adver- 
tisers the advantages of coordinat- 
ing campaigns, market by market, 
with sales potentialities. 

Results of its work already in- 
clude the switching of a $250,000 
a year food advertiser from other 
media to newspapers; the launch- 
ing of a special cosmetic campaign 
in 150 newspapers; a record news- 
paper campaign by an oil com- 
pany; a new type food campaign 
in 27 newspapers, and the return 
of a drug manufacturer to the 
newspaper fold with a campaign 
in 125 papers. 


Compile County Data 

“Once the big advertisers begin 
to discover the results that the 
proper use of newspaper adver- 
tising can give them, there is a 
huge potential in advertising dol- 
lars,” the report said. 

The research division, of which 
William G. Bell is manager, will 
complete soon separate market 
data sheets for each of the na- 
tion’s 3,072 counties. 

Promotion efforts are being ex- 
panded under George Benneyan, 
promotion manager. 


An “A”™ Schedule Markel! 
More factories are moving in 


at Fa EY 
accelerated expansion of long 
established industries . . . one 
plant alone adds 1,000 em- 


ees. 
Chamb C ce reports 
largest payroll period in his- 
tory of the city. Retail Sales at 
Write” today f tfoli 
r ‘or portfolio 
ye anchester . . . Your Test 
ity.” 
Manchester Union-Leader, the 
ion. 


State's Metropolitan dail 
000 circ 


now over 


the MANCHESTER 
Wnion-!LEADER 


MANCHESTER, NEW HAMPSHIRE 


A loud, clear call it is, too, 
when wide-awake space buyers page 
New Hampshire markets through the 
use of the Manchester Union-Leader. 
They know the pages of the Union- 
Leader travel throughout the State 
...are read by more than 68% of 
the families in the 6 County Primary 
Trading Zone... one out of every 
three families in New Hampshire! 
That’s blanket coverage at its best in 
a market where it’s needed. For the. 
New Hampshire market spreads the 
length and breadth of the State. To 
reach this sales-certain market, you 
need the Manchester Union-Leader 
... over 43,000 circulation ... New 
Hampshire’s accepted Metropolitan 
daily . . . the paper that “Covers the 
tate.” 


NATIONALLY REPRESENTED BY GEORGE A. MC DEVITT COMPANY 


Opinion.” 


Under a “new blood in man- 


/agement” policy, adopted on May 


1, 1945, appointments to the gov- 
erning board are one-third for 
one year, one-third for two years, 
and one-third for three years, with 
no member eligible for reappoint- 
ment after having served “two 
successive appointments made 
subsequent to April 1, 1945, un- 
less there shall have been a lapse 
of one year following last mem- 
bership on the board.” This lim- 
itation does not apply to chair- 
man or vice-chairman. 


Hits Competitive Selling 


Mr. Stanford told the ANPA 
meeting that “in the last 15 years 
newspaper evangelism does not 
seem to have made dramatic 
progress against these obdurate, 
difficult, wrong-headed and stupid 
national advertisers” and that, as 


OUTDOOR OFFICERS—Newly elected 
officers of the Outdoor Advertising As- 
sociation of America are, right, Henry 
R. Johnston, Reading, Pa., president; 
and Myles Standish, Providence, R. I., 
vice-president. 


a consequence, newspapers had 
lost $120,000,000 a year in na- 
tional advertising. He said that 
one approach to regain advertis- 
ing linage for newspapers was “to 
sell hell out of them” but “I for 
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one tell you unequivocally that I 
am not prepared to argue in com- 
petitive terms against radio or 
magazines or any other advertis- 
ing medium that has proved its 
worth to an advertiser.” 

Mr. Stanford said that the road 
which the bureau would follow in 
its future selling policy “begins 
with a study of the specific needs 
of a single specific advertiser’s 
business, community by commun- 
ity.” He said the bureau would 
study a few accounts at first, but 
eventually would include the 100 
largest national advertisers. 

“The bureau’s keynote for the 
year,” he said, “is ‘All business is 
local.’ 


National Effort ‘Wasteful’ 


“Most manufacturers do _ not 
know,” according to Mr. Stanford, 
“where their merchandise is ac- 
tually bought and by whom.” 

He called on the publishers to 
cooperate in carrying on the local 
research necessary. 

Mr. Bell told the National 
Newspaper Promotion Association 
of the bureau’s research project 
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now under way to get basic mar- 
ket and media data for 3,072 coun- 
ties in the United States, including 
basic information on population, 
housing characteristics, agricul- 
ture, trade, retail establishments, 
wholesale establishments, service 
and other business groups, as well 
as the effective buying income for 
each county and the comparative 
circulation of newspapers, radio 
stations and 17 leading national 
magazines in each county. 
Harold S. “Rusty” Barnes, as- 
sociation national director, told 
the promotion men that three 
major things on which the bureau 
has made a start need to be done 
in order to assist advertisers with 
market information. These are, 
first, to provide basic information 
on sales analysis, showing state by 
state distribution of the manufac- 
turer’s product. He found, he said, 
that two candy manufacturers sell 
2/3 of their total volume in seven 
states, and 2/3 of all the wine con- 
sumption in the United States is 
concentrated in eight states. It 
was, he said, obviously wasteful 


for such advertisers to concentrate 
in national media. 

The second bureau activity, Mr. 
Barnes explained, was to set up 
in a group of cities “a dependable 
means of gauging consumer move- 
ment” of products. Newspapers 
are operating store inventories in 
six markets now, he said, and the 
bureau hoped to have ten or a 
dozen of both store inventories 
and consumer panels in operation. 
He said this type of information 
provided manufacturers with an 
index to consumer movement of 
their products and gave the bureau 
an opportunity to get the manu- 
facturer to try a test with news- 
papers to see what happens to his 
sales. ‘Manufacturers are eager 
to do testing of this sort,’ he said. 


Studies Local Brands 


The third task of the bureau was 
to compile information in the 
“Funny Coincidence Department,” 
instances of local brands which 
advertise heavily in newspapers 
and outsell national brands. He 
said the data needed included 


comparative sales standings, com- 
parative distribution, total news- 
paper linage and frequency, and 
specimen advertisements for both 
local and national brands. 

The value cf the retail division 
of the bureau was pointed up by 
Don Bernard, advertising director 
of the Washington Post and chair- 
man of the bureau’s retail com- 
mittee. Publishers, Mr. Bernard 
said, get the following services 
from the retail division: (1) 15 
topnotch representatives of large, 
small and medium newspapers; 
(2) a staff of experts in various 
fields of retail selling; (3) retail 
publicity in retail publications, 
which describes the successful use 
of advertising by other retailers; 
(4) the efforts and information 
of the members of the bureau, who 
use the retail division as a com- 
bined listening post and idea ex- 
change. 

Commercially speaking, Mr. 
Bernard said, the operation has 
cost about $75,000 in the first 
nine months, on the basis of $100,- 
000 for a fiscal year. More money 
is necessary, he explained, to 


round out a sales training pro- 
gram, to provide staff clinics and 
retailer clinics in all parts of the 
country. The results of the panel 
or test city program conducted by 
the division must be taken to the 
members, he believes, and it can- 
not be done by mail, but neces- 
sitates at least regional, if not 
local, meetings. More money spent 
for development of the retail divi- 
sion, Mr. Bernard said, will result 
in benefits “enhanced many times 
—and it will be made to reach out 
into all markets and work.” 


Promotes Preserves 


The Preserves Industry Council, 
Chicago, formed last year to pro- 
mote consumption of preserves, 
jellies and jams, has sent a two- 
color broadside to its members to 
show the wide use by newspapers 
and radio stations of recipes dis- 
tributed as part of the council’s 
educational program this year by 
the Lawrence H. Selz Organiza- 
tion, Chicago. A national adver- 
tising campaign will begin next 
fall through Leo Burnett Company 
(AA, Dec. 17, °45). 


District Sales Offices 


aa = 
— 


OHIO.. 


. CANTON, N.C... 


The woodpecker uses his head to dig food, hollow a wooden 
nest, and beat out his song of love. Some businesses operate 
the hard way, too, by depending entirely upon personal sell- 
ing to move goods. The smart boys use their heads another 
way; they get mass production through advertising’s mass sell- 
ing, give the customer more value, and take more profit with 
less effort. It’s here that Champion paper does a big job and 
shows the versatility of its full line of coated and uncoated 
for offset and letterpress, business papers, envelope, tablet 
writing, high finish package wrap, cover, papeterie and spe- 
cials. If you must work your head off, get the best return you 


can out of it—sell big with big advertising on Champion paper. 


- 2,000,000 pounds a day 
. HOUSTON, TEXAS 


WEND OFF 


ux Chambrine Tiger AND FIBRE COMPANY... HAMILTON, OHIO 


Manufacturers of advertisers’ and publishers’ coated and uncoated papers, bristols, 
bonds, envelope papers, tablet writing and papeterie . 
MILLS AT HAMILTON, 


NEW YORK - CHICAGO - PHILADELPHIA - DETROIT - BOSTON - ST. LOUIS - CINCINNATI - ATLANTA « SAN FRANCISCO 


Garden City High School, Hempstead Town, 


New Yor 


News about New York City 
schools means little or nothing 
to Hempstead Towners. But 
Hempstead Town schools com- 
mand their interest. Parents and 
children alike want, look for, 
get news daily about educational 
programs and developments, 
P.T.A. activities, sports, social 
events. 


Only the local newspaper gives 
them this coverage . . . because, 
unlike metropolitan newspapers, 
it is geared to their interest in 
things local. 


To reap plus sales in the rich 
Hempstead Town market, make 
sure your copy penetrates be- 
yond the marginal stage of 
Hempstead Towners’ interests... 
sells them when they’re looking 
for — and getting — news about 
the schools, stores, churches, 
people, organizations that com- 
pose their community life. 


The 25-year-old Nassau Daily 
Review-Star* is Hempstead 
Town’s local newspaper ... only 
newspaper that concentrates its 
circulation (90%) in this mar- 
ket . . . currently serving local 
news and shopping needs of 
more than 150,000 people in 
41,000 families. 


Hempstead Towners shop locally. Sales 
Management's 1945 Survey of Buying 
| Power estimates retail sales volume at 
| $220,064,000. In S.M.’s High-Spot Cities 
| monthly retail sales in 1945 averaged 
| 77% over 1939. 


*Established as a daily March 7, 1921. 


NASSAU DAILY 
REVIEW-STAR 


Published daily, except Sunday—4c a copy 
HEMPSTEAD TOWN, LONG ISLAND, N. Y. 
Executive Offices: 


ROCKVILLE CENTRE, N. Y. 


National Representatives: 
LORENZEN & THOMPSON, Inc. 
New York, Chicago, St. 
Los Angeles, 
Kansas City, Atlanta 


Louis, San Fran- 


cisco, Detroit, Cincinnati, 
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36 
G-E Names Basford 


General Electric Company, 
Bridgeport, Conn., has appointed 
the G. M. Basford Company, New 
York, to handle advertising for 
the construction materials division 
of its appliance and merchandise 
department, effective May 1. 


To Royal & de Guzman 


Edward S. Holler Company, 
New York manufacturing §sta- 
tioner, has appointed Royal & de 
Guzman, New York, to handle ad- 
vertising. The company produces 
Holler’s Link-Cards, file cards 
made in continuous strips. 


TEST 


FALL 


New York Philadelphia Chicago 


FALL RIVER! 


Fall River, Massachusetts offers a unique op- 
portunity to agency and manufacturer as a 
self-contained test market. Several top-flight 
national advertisers have recently concluded 
highly successful tests in this area. Here’s a 
highly compact, urban market completely cov- 
ered by one newspaper, at one low cost, with- 
out any duplication whatsoever. 


273 diversified manufacturing firms make Fall River 
one of the “Bright Spots” in industrial New England 


RIVER HERALD-NEWS 


FALL RIVER, MASSACHUSETTS 
Represented Nationally by KELLY-SMITH CO. 


Detroit 


IT IN 


Boston Atlanta San Francisco 


Publishers Expect 
Little Immediate 


Newsprint Gain 


Long Range Supply, 
However, Probably 


Will be 'Good' 


New York, April 24.—Although 
the short range view for United 
States newspaper publishers is 
that “any increase in newsprint 
supply will be minor. . . the long 
range viewpoint for newsprint is 
good,” the American Newspaper 
Publishers Association was told in 
a formal newsprint report at its 
60th annual meeting here today. 

“Actual production in Canada, 
the United States and Newfound- 
land for the first quarter of 1946 
was 222,797 tons, or 21.6% in ex- 
cess of the same period of 1945.” 
Due to “managerial efficiency,” 
favorable weather and availability 
of manpower—and a recent $6-a- 
jton increase in price—Canadian 
shipments to this country have 
been at a record level. 


Cites World Shortage 


On the other hand, production 
in all countries overseas except 
Sweden “was severely damaged 
|by the war... Demands on avail- 
jable supply by new users, switch- 
ing of mills to other grades of 
paper, and increase in demand by 
newspapers” also are accentuating 
the present world shortage. 


Pacific Coast newspapers, which 


FOR BETTER DISTRIBUTION—Francis W. Plowman, right, vice-president, Scott 

Paper Co., accepts the Howard G. Ford annual award of the Sales Manager's 

Assn. of Philadelphia, for Scott's “contribution to improvement in distribution." 

The plaque was presented by E. Paul Huttinger, Penn Mutual Life Insurance 
Co., left, and Howard G. Ford, Hoedt Studios. 


have depended on overseas news- 
print more than have those of 
other sections, the report showed, 
face ‘‘a most acute situation.” This 
has been aggravated by the action 
of one major producer (Zeller- 
bach) in switching considerable 
tonnage on Jan. 1 from newsprint 
to other grades; by bad weather 
and labor troubles, and coal short- 
ages in the Northwest. 

A current “bright spot ... is 
the wholehearted willingness of 
publishers throughout the United 
States to participate in the so- 
called ‘New England Plan,’ making 
certain that no publisher through 
no fault of his own will be with- 
out newsprint to publish a mini- 
mum edition.” 

The ANPA noted that news- 
print production facilities in the 


COMPLETE TIME-SAVING SERVICE-UNDER ONE ROOF 


TO TASTE THE SWEET SATISFACTION...of Faithorn 3-in-1 Service is to want 
more, once you try it. It's the straight-line, straight-through route that places © 
your every job in expert hands and expert minds... under a single, coordi- 
nated control, from first to final step. 


No hop-and-stop, here for engravings, there for typography and yet another 


place for presswork. That method slows you up; and, war or peace, time 


saved means money to you; means mailing schedules and publication 


deadlines met; means energy conserved, temper unstrained. So, Faithorn 


ee 
Ke 
Y 
he 
F 

‘ 


i will be a revelation to you. 


FAITHORN 3-in-] Service is 
the shortest; straightest, smooth- 
est distance between the start 
and completion of your jobs. 


PRIN 


FAITHORN 


CORPOR 


AD-SETTING - ENGRA 


_ 400 N. RUSH STREET, CHICAGO 11 + WHITEHALL 2300 


EVERYTHING UNDER ONE ROOF 


puts Engraving, Typesetting and Printing—all in one place, easy to find, 
easy to follow, easy to check. It makes your job easier. | 


The proof of what Faithorn 3-in-1 Service means to advertisers and their ‘ 
production heads, is in one job (any job) done by this full-speed-ahead 
method. If you've really tested it, you know. If you haven't, the experience 


TING 


ATION 


VING + PRINTING 


ONE CONTACT IS ENOUGH 


FAITHORN is the only concern 
in Chicago that offers this CoM- 
PLETE SERVICE...a definite saving 
of TIME, TROUBLE and MONEY. 


South are expanding and _ that 
“Alaska has waterpower and suit- 
able wood to become the potential 
for one-fourth of all newsprint 
used in the United States.” 
However, “based on the greatest 
per capita use of 62.2 pounds of 
newsprint a year (1929) and 1945 
population of 139,521,000, the 
United States would need 4,342,- 
213 tons of newsprint annually. 
This is 412,000 tons more than the 
highest use in our history, which 
was in 1941. A demand of any- 
where near this amount would 
mean a shortage for many years.” 


Mills to Convert 


From a long range viewpoint, 
the association predicted that ‘as 
soon as the demand in the gen- 
eral paper market begins to de- 
cline’”—probably before the de- 
mand lessens for newsprint—‘‘we 
will see a number of mills which 
have been attracted from news- 
print to higher grades, try to come 
back into the newsprint market. 
At least they did at the end of 
the boom following the first World 
War. No other consumer of 
paper offers a more stable market 
than do newspapers.” 

Projected mills in Texas and 
Alabama would raise the domestic 


|production rate, starting probably 


in 1947, by about 200,000 tons of 
newsprint annually. “The only 
additional loss ... anticipated now 
is cessation of newsprint produc- 
tion by the Maine Seaboard Paper 
Company, possibly by the end of 
1947, but before that time if the 
new owners, Time, Inc., can trans- 
fer the tonnage to some other 
mill.” The Bucksport mill of 
Maine Seaboard has a newsprint 
capacity of 104,000 tons annually. 
“At least one Canadian mill’ is 


reported to have made contracts _ 


to supply some of the tonnage 
covered by the Bucksport con- 
tracts. 


Speeds Press Service 


Mutual Broadcasting System has 
speeded up its press service to 
midwestern editors by mailing all 
program material to the area from 
Chicago. Releases will carry Cen- 
tral Daylight Savings Time. 


| “Better have WFDF Flint broadcast a 


general alarm—Light-Fingered Louie 


| is loose again.” 
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Opinion Research 
Expands Service 
fo Aid Industry 


Princeton, N. J., April 25.—The 
Opinion Research Corporation, 
which three years ago organized 
the Public Opinion Index for In- 
dustry to report the trend of pub- 
lic thinking on problems having to 
do with corporate policy forma- 
tion, is enlarging its coverage to 
report “not only what people 
think, but also what companies 
do about it and how people react 
to what they do.” 

Claude Robinson, founder and 
president of ORC, said that re- 
search on trends in public think- 
ing was not adequate, and that it 
should cover the three basic ques- 
tions: 1. What does the public 
think? 2. What are companies 
doing about it? and 3. How do 
people react to what companies 
do? 

The first report in the new 
series, to be released May 10, will 
cover “Profit Reports to Em- 
ployes,” and will study employe 
knowledge of company profits, 
what the companies are doing to 
combat employe ignorance, and 
which of the companies’ public 
relations practices are achieving 
the best results. 


Surveys Business Practices 


In June, the Index’ second re- 
port, one which will be made an 
annual study, will survey the state 
of public relations practice in 
American business today. Among 
the questions answered will be 
how many companies have a pub- 
lic relations function and what 
programs they are carrying out; 
the trend in public relations bud- 
gets, and which problems are con- 
sidered the most important; do 
public relations men _ participate 
in policy decisions, and to what 
extent do companies hire outside 
counsel; and the relatianship be- 
tween public and industrial rela- 
tions. 

In addition to Dr. Robinson, 
four men will supervise the ex- 
panded activities of the Index: 
LeBaron Foster, editor of public 
opinion studies; James L. Knipe, 
editor of public and industrial re- 
lations studies; Clyde E. Watkins, 
formerly with Ford, Bacon & 
Davis, who will be eastern states 
manager, and Hugh L. Rusch, for- 
mer executive vice-president of 
A. C. Nielsen Company, as central 
states manager. 

The full research facilities of 
ORC will be available to the In- 
dex, including 900 field corre- 
spondents, 115 analysts and staff 
members to handle _ tabulating 
equipment in the Princeton office, 
and research men traveling from 
company to company. The Index 
will continue to go to individual 
companies on a fee basis. 
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*There’s a rich market for oil 
equipment sales in World Petro- 
leum. Devoted to global manage- 
ment interests. Its readers are 
buyers! 


Under the management of REX W. WADMAN | 


WORLD PETROLEUM 


- 2 WEST 45TH STREET 
NEW YORK 19, N.Y. 


NY Sales Executives 
Plan Industry Tables 


The Sales Executives Club of 
New York has inaugurated “in- 
dustries tables,” a new idea aimed 
at increasing attendance at the 
sessions, as well as adding to the 
enjoyment of those who attend 
and want to sit with others in 
their own fields. 

The industries so far planned at 
individual tables are advertising, 
drug and chemical, cosmetics, elec- 
trical, industrial, textiles, trans- 
portation, publishing, food prod- 


M6 a 


ucts, and a dental table, the club 
having learned that a group of 
doctors regularly attends the 
meetings. 


‘ . 
Two to Six’ Now Monthly 
Two to Six, quarterly publica- 
tion launched last November for 
parents with children between the 
ages of two to six, will become a 
monthly, effective with the May 
issue. Subscription rates are 25 
cents per copy, $2 annually, and 
$3 bi-annually. Distribution is 
through department stores, local 
diaper services, and direct. 


GF Elects Chester 


C. M. Chester, chairman of the 
executive committee of General 
Foods Corporation, New York, 
since November, 1943, has been 
elected honorary chairman. He 
will continue his directorship in 
the corporation. 


Ad Service Group to Meet 


The annual meeting of Newspa- 
per Advertising Service, Inc, 
which represents several thousand 
weekly newspapers in the national 
advertising field, will be held at 
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Estes Park, Colo., June 13-16. It 
will be held in connection with 
the National Editorial Associa- 
tion’s convention on the same 
dates. 
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... home of KASCO MILLS 


... Nationally known for Formula Feeds used by 
Stock feeders, poultrymen and dog owners 


Toledo is ideally suited to Kasco’s manufacturing and distributing 
operations. It is at the center of a rich area producing many of 
the ingredients of their formula feeds, and is a focusing point 
for other raw materials from distant areas which find their way 
to the Toledo market. And Toledo also provides exceptional 
facilities for distributing Kasco Formula Feeds to consuming 
markets .. . Kasco is one more in the long list of diversified 
manufacturing companies which lend stability to Toledo’s in- 


dustrial life. 


.,.and this is the TOLEDO BLADE 


The Blade is proud of Toledo... and there is every reason to think that 
Toledo is proud of The Blade. How else can one account for the long 
life of The Blade, now more than a century old? How else account for 
the truly remarkable degree to which The Blade reaches the homes of 
Toledo and its good neighbors of the prosperous industrial and agri- 
cultural communities which surround the city? The Blade has indeed a 
coverage of its city and trading areas 
which is equaled by few newspapers in 


the entire nation. 
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FCC Gives CPs 
in Proportion 
to Applications 


Broadcasters, Papers, 
Newcomers Get Fair 
Break, Statistics Say 


By STANLEY E. COHEN 


Washington, D. C., April 25.— 
Anyone who examines statistics 
released by the FCC must admit 
that it would be unfair to accuse 
the commission of generally favor- 
ing present licensees over new- 
comers, or non-newspaper over 
newspaper interests in handing out 
conditional FM grants. 

With figures that are seemingly 
beyond challenge, and without any 
interpretation or text matter, FCC 
makes it possible for the doubtful 


to determine for himself that 
grants since the lifting of the war- 
time freeze have been almost 
mathematically proportionate to 
the number of applications from 
each of these four groups. 
According to FCC, 68.8% of the 
conditional grants have gone to 
operators of AM stations. 67.2% 
of the 834 applications on file 
April 1, 1946, were from these 
established broadcasters. 


Newcomers Get 19% 


Moreover, 43.5% of the condi- 
tional grants have gone to news- 
paper owners, sponsors of 39.6% 
of the applications on file April 1. 

So far, FCC has issued 262 con- 
ditional grants to _ established 
broadcasters, 93 of them, making 
up 24.4% of all FM grants, to op- 
erators who also have newspaper 
interests. Of all applications, 24% 
were from broadcasters who also 
have newspaper interests. 

Similarly, the 169 grants to 
established broadcasters with no 
newspaper interests make up 
44.4% of all actions. The 361 ap- 
plications from this group account 


for 43.2% of all applications. 

Among “newcomers” to radio, 
73 conditional licenses, represent- 
ing 19.1% of all grants, went to 
newspaper interests and 46, 12.1% 
of all actions, to non-newspaper 
interests. The 130 applications 
from newcomers with newspaper 
backgrounds are 15.6% of all ap- 
plications, while the 143 from 
newcomers with no newspaper 
background are 17.2%. 

Also of interest in the statistics 
is the fact that there have been 
practically no changes in the per- 
centage of FM applications orig- 
inating with present broadcasters 
and newspaper owners since the 
first statistical summary was is- 
sued covering the 665 applications 
on file Oct. 8, 1945. 


Press Gets FM Grants 


When the first report was issued 
at the time the wartime “freeze” 
ended, 68% of the 565 applica- 
tions on file were from established 
broadcasters, and 39.6% from 
newspaper owners. On April 1, 
67.2% of 834 applications were 
from AM broadcasters and 39.6% 


© 


hd 


Sired 4 
y F 
ACTS ~ ous of CREATIVE TALEN 
T 


~STEMAR IDEAS 


When that extra ounce of performance is needed to win, 


you can count upon Stemar ideas—for they are born of a 


parentage of facts and high creative talent. Stemar directed 


research secures all facts about the product and market. The 


Stemar Plans Board, balanced in specialized abilities: idea- 


creation—visualization—production knowledge—and practical 


merchandising experience—then goes to work. Every 


35 E. Wacker Drive 


recommendation must run the gauntlet of searching 
examination from every essential angle—all ideas must 
meet high standards in selling power—graphic visualization— 
and the practical production of displays. 

Creative thinking for practical purposes is a Stemar creed. 


Gearing imagination to accomplishment is our daily work. 


STEMAR COMPANY, Inc. 


Chicago 1, illinois 


Advertising Age, April 29, 1946 


‘AIR SPED'—Hartley's, Miami women's apparel store, is using this window 

display to feature dresses that arrived 20 hours after leaving Los Angeles 

by Eastern Air Lines plane. Hartley's plans a weekly “latest in fashions" flight 
from West Coast and eastern fashion centers. 


from newspaper interests. 

The established broadcasters, 
with 561 applications, are the group 
most active in search of FM rights. 
Newspapers, with 330 applications, 
are the second most interested 
group. 

Of the 561 established broad- 
casters, 200 have newspaper in- 
terests, so the 330 newspaper ap- 
plications include 130 newspapers 
which were not previously in 
radio. There are also 20 new- 
comers among the applicants 
whose chief previous interest was 
manufacturing; 14 labor unions 
trying to enter radio for the first 
time; 11 with military service 
backgrounds. 

Of the 119 newcomers who have 
already received conditional 
grants, 73 are newspapers and the 
others are of widely scattered 
origin, including 4 distributors, 3 
labor unions, 3 manufacturing, 3 
entertainment, 2 banking and fi- 
nance, 2 transportation, and 2 
building contractors, a department 


store, a real estate agent, an en- 
gineer and a veteran. 


Lauds Appeal to Women 
by Auto Designers 


Appeal by automotive stylists to 
women’s taste was enthusiastically 
approved by George W. Finnegan, 
art director of Woman’s Home 
Companion, in a recent address to 
the Art Directors Club of Detroit. 

“The trend is away from the 
strictly masculine approach,” Eu- 
gene T. Gregorie, chief Ford styl- 
ist, reported. He pointed out that 
a sculptress, a former art instruc- 
tor, an interior decorator and an 
advertising artist, all women, in- 
fluence designs at Ford Motor 
Company. 


Appoints Wagener 

Winfield Wagener, formerly 
head of the tube division of Litton 
Engineering Laboratories, has 
been appointed to the sales engi- 
neering staff of Eitel-McCullough, 
San Bruno, Cal., manufacturer of 
radio transmitting tubes. 


(in English) 


and North-West Frontier Province, the 


and the whole of Rajputana. 
toric and ——s cities of Benares, 
Jaipur, Cawnpore, Rawalpindi, Lahore, 


Nagpur, etc., etc. 
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for covering 
NORTH NT 


North and Central India constitute half the Indian a : 
Continent, and take their due share of your exports. {== 
The HINDUSTAN TIMES (in English) and HI 
STAN (in Hindi) are most widely read Dailies in the 
Capital City (Delhi), in Delhi Province, in the Punjab 


Provinces, Central India and the Central Provinces, 
These include the his- 
Lucknow, 
Bikaner, 
Bhopal, Agra, Jodhpur, Allahabad, Jubbulpore, - 
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United 


Hindustan 


(in Hindi) 


In this vast area, the HINDUSTAN TIMES and HINDUSTAN have an extensive readership 
among the middle and upper classes, to whom the papers’ vigorous Nationalist policy, 
up-to-the-minute news service, and modern standards of production make a ready appeal. 


All these readers are potential purchasers of a wide range of manufactured 


oods. Attract 


| their interest in your product through the advertising columns of the HINDUSTAN TIMES 


and HINDUSTAN. 


Rates, specimens and full particulars from: 


The HINDUSTAN TIMES LTD.., 


2/3 Salisbury Court, Fleet Street, London, E. C. 4. 
Cables Hintimes London 
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Three Ads in ARF 
Syracuse Study 
Get Nat'l Ratings 


New York, April 26.—Three ad- 
vertisements in the Jan. 30 edition 
of the Syracuse Post-Standard 
ranked among the 10 best-read 
ads in their respective classifica- 
tions for all advertising measured 
to date in the Continuing Study of 
Newspaper Reading, the Adver- 
tising Research Foundation re- 
ported today on Study No. 96 of 
the series. One of them—a local 
ad—topped the women’s clothing 
store category. 

A 128-line Ex-Lax humor panel 
type ad on Page 7 (noted by 16% 
of men and 17% of women) won 
sixth place percentagewise on the 
ten-best listing in the national ad- 
vertising medical classification. A 
local women’s clothing store ad, 
placed by Flah’s, featuring in 717- 
line copy “Poker Flat” shoes and 
a wool lumberjack suit, won first 
place on the ten-best listing in 
that national classification. It at- 
tracted 14% of men and 79% of 
women. The Addis Company nosed 
into third place in the same classi- 
fication with a 1,225-line adver- 
tisement for its Dividend Day, by 
stopping 24% of men and 75% of 
women. 


Two Strike Ads Listed 


Another Addis ad, using two 
colors in combination with black- 
and-white on the third page, at- 
tracted a greater percentage of 
women readers than any adver- 
tisement—in color or in black- 
and-white—appearing in any 
weekday newspaper survey in the 
history of the Continuing Study. 
Featuring women’s suits, the dis- 
play ran 1,512 lines and stopped 
45% of men and 88% of women. 
The foundation has not included 
color ads in cumulative listings, 
but if they appear regularly in 
future weekday studies, separate 
lists and tabulations may be estab- 
lished. 

Two strike message advertise- 
ments were carried. One—a Page 
11 ad of a CIO chapter running 
608 lines—was noted by 43% of 
men and 37% of women; the other 
—a General Electric ad on Page 
6 running 112  lines—attracted 
21% of men and 14% of women. 

Ninety-eight per cent of Post- 
Standard women readers inter- 
viewed saw at least one ad other 
than classified in the Jan. 30 is- 
sue (3% more than the 96-study 
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HEADLEY - REED COMPANY 


average) and 90% of men read 
at least one ad other than classi- 
fied. 


Lefton Adds to Staff 


Al Paul Lefton Company, Phila- 
delphia, has named A. Russel Hil- 
lier as art director of its New 
York office. In Chicago, the agency 
has added the following person- 
nel: Lawrence J. Bailey, art di- 
rector, and Edward H. Bowers and 
Harry A. Johnson, copy. 


Premium Club Elects 


The Premium Industry Club, 
Chicago, has elected the following 
board of directors for a three-year 
term: Coralee Schaefer, Foote, 
Cone & Belding; Winsor B. Wil- 
liams, Grand Union Tea Com- 
pany and A. H. Strunck, Buckeye 
Aluminum Company. 


Canada Dry Ads 
Push Ginger Ale 


as Sugar Returns 


New York, April 23.—With an 
increase in sugar allotment to 60% 
of 1941 use, effective April 1, Can- 
ada Dry Ginger Ale is resuming 
ginger ale promotion in national 
Magazines. 

A rust-haired girl named “Gin- 
ger” will appear in all copy with 
the slogan “Go Steady with Gin- 
ger.” Color ads appear first, to be 
followed by newspaper insertions 
as sugar supplies increase. All ads 
will promote ginger ale as a flavor 
drink rather than as a mixer, with 
warnings that “The Champagne of 
Ginger Ales” won’t be plentiful 


until sugar rationing eases. 

Color ads are scheduled for 
Ladies’ Home Journal, The Satur- 
day Evening Post, True Confes- 
sions, True Story and Woman’s 
Home Companion. Black-and- 
white copy will be used in Par- 
ents’ Magazine and later in news- 
papers. Point-of-sale material and 
three-sheet outdoor posters will 
carry the same copy theme. Agency 
is J. M. Mathes, Inc. 


Returns to Green-Brodie 


Capt. Melford Brodie, recently 
in the Army, has returned to 
Green-Brodie, New York, as pro- 
duction manager. Sidney Sawyer, 
who has held that position for the 
last four years, will continue as a 
production manager, accounts to 
be divided between the men for 
separate handling. 


Sears Boosts Two 


Clarence B. Caldwell, retail per- 
sonnel manager of Sears, Roebuck 
& Co., has been placed in charge 
of the personnel department, suc- 
ceeding Fowler B. McConnell, who 
was recently made president of 
the company. Gordon M. Metcalf, 
Kansas City retail zone officer, has 
been appointed assistant to the 
president and will take over the 
duties Mr. McConnell performed 
as vice-president in charge of ad- 
ministration. 


BETTER ENLARGEMENTS 


are my specialty. Exceptionally fine glossy 

prints for reproduction. Recommended by 

many leading commercial meron. 
Film Carefully Develope 


S. J. SILVERSTEIN 


180 W. Washington St., Chicago. Dea. 7787 


ITS AUDIENCE 


aaa 


——— AND 67% OF THE TIME FROM 6:00 A. M.. 


TO MIDNIGHT (YES- INCLUDING ALL THE BIG 


NETWORK SHOWS), WAAT HAS AN AUDIENCE IN 


NORTH JERSEY EQUAL TO OR EXCEEDING ONE OR 


MORE OF THE FOUR NEW YORK NETWORK STATIONS 


Source: The Pulse of North Jersey 


——— AND THAT’S ANOTHER REASON WHY: 


WAAT DELIVERS MORE LISTENERS PER DOLLAR 


IN AMERICA’S 4th LARGEST MARKET* THAN ANY 


OTHER STATION —INCLUDING ALL 50,000 WATTERS! 


*Do you realize this market 
contains over 3% million 
people; more than these 14 
cities combined: Kansas 
City, Indianapolis, Roches- 
ter, Denver, Atlanta, Toledo, 
Omaha, Syracuse, Rich- 
mond, Hartford, Des Moines, 


Spokane, Fort Wayne, Dallas. 


970 KC 
NEWARK, 
N. J. 


eS = 
| 39 ne 
| rT eh 
= 
‘ ie | 
= —EEE———EE—Es SF 
ee Le ne Seen 
‘ i 
i | - 
4 
BAS BO ¢ 
Cee anes .. 
oe ee | 
yo ae 
a S Ms ! Z - | | (_) A é | | 3 ‘ 
SaeKy Saar "gal 7 
ee , 
(National Representatives: Radio Advertising Co.) = 
4M . 
po “DOLLAR FOR DOLLAR NEW JERSEY’S BEST RADIO BUY” — 


C&0 Renews Drive 
for Rail Service 
Through St. Louis 


Young Charges Other 
Roads with ‘Contempt 
for Public Interest' 


New York, April 24.—The 
Chesapeake & Ohio Railway and 
its chairman, Robert R. Young, 
“the bad boy of Wall St.,” this 
week renewed the drive in paid 
space for cross-country rail service 
without changes at St. Louis or 
Chicago. 

The campaign has already re- 
sulted in institution of no-change 
transcontinental trains through 
Chicago by the New York Central 
and Pennsylvania railroads (AA, 
March 18). Ads now ask “Why 
Should St. Louis Be a Stepchild?” 


Five separate pieces of copy, 
keyed to the needs and interests 
of each locality, were used in 
Washington, D. C., New York, Cin- 
cinnati, Indianapolis, St. Louis, 
Fort Worth and Dallas, urging the 
establishment of no-change trains 
on the Washington to Texas run. 
At a stockholders meeting in Rich- 
mond, Va., yesterday, following 
approval of the merger of the Pere 
Marquette and C&O, Mr. Young 
said that the C&O was ready to 
make “any reasonable’ adjust- 
ments” in the schedule of the 
“George Washington,” which runs 
from Washington to Cincinnati, in 
order to set up through sleeping 
car service from Washington to 
Dallas and Fort Worth. 


Need Other Roads’ Help 


The road needs, he said, “the 
cooperation of either the Frisco or 
the Missouri Pacific, both of which 
have refused to help. The Frisco 
and the Missouri Pacific have been 
in receivership now for 13 years, 
paying fat fees to trustees and 
lawyers. Trustee of the Frisco is 
F. A. Thompson. Trustee of the 


Missouri Pacific is Guy Thompson. 
These brothers Thompson are part- 
ners in a St. Louis law firm, and 
have cooperated throughout the 
reorganization proceedings of both 
roads with eastern financial inter- 
ests—the same interests that have 
set up voting trusts of their own 
in other bankrupt carriers.” 


Disregard Public Interest 


Copy in the ads also stated that 
“cooperation of the Big Four (New 
York Central), whose connecting 
trains now handle the Washington- 
St. Louis sleeper from Cincinnati 
to St. Louis” was also needed. 

Mr. Young dotted the ‘“‘i’s” in 
his appraisal of the situation in his 
statement yesterday by saying that 
“the Frisco and the Missouri Pa- 
cific are highly competitive. It is 
unlawful under the Sherman Act 
and also under the Interstate Com- 
merce Act for competing carriers 
to be under the same control with- 
out specific approval of the Inter- 
state Commerce Commission. The 
American rail picture is filled with 
situations such as the above con- 
temptuous of the public interest.” 


CHICAGO . DETROIT ° 


o-smade wtth the skill 
of fine watchmaking 


Masters of precision, Reilly electrotypers—like fine watchmakers— 
know how to use the intricate tools of their trade to produce the 
highest quality in electrotypes. 


These same craftsmen, skilled to perfection, maintain a careful 
watch over every electrotype that goes through our plant. They know 
that modern letterpress reproduction demands that electrotypes con- 
tain a// the qualities of the original engraving. Not one contrasting 
line, not one degree of tonal value, not one halftone dot or solid 
area must be lost if the electrotype is to be an exact duplicate of the 
original engraving and hold all its sensitive detail. 


Reilly electrotypers take pride in their reputation as craftsmen of 
built-in quality electrotypes. That is why, today, the leading adver- 
tisements of quality products are reproduced from Reilly electrotypes. 


ELECTROTYPE COMPANY 


305 EAST 45th STREET, NEW YORK 17, NEW YORK 


INDIANAPOLIS . 


SAN FRANCISCO . 


LOS ANGELES 


oF 
ON THE LINE—Frederic Gimbel, right, 
president of Gimbel Brothers, New 
York, places an order for 100,000 Rey- 
nolds pens with Franklin Lamb, presi- 
dent of Reynolds International Pen Co. 


Agency Will Divide Net 
Profits with Clients 


Both the headline in a story on 
the organization of Ridgway, Ferry 
& Yocum, New York, to the effect 
that this new agency “plans split 
commissions on big accounts” (AA, 
April 15) and the “correction” on 
it (AA, April 22) were wrong. 

RF&Y will not split commissions. 
As the agency’s original announce- 
ment pointed out: 

“There will be a minimum fee 
and a maximum profit level. The 
standard 15% agency discount will 
apply. However, in those cases 
where billings exceed $500,000 the 
agency net profit (italics AA’s) on 
all billing in excess of $500,000 
will be divided on a 50-50 basis 
with the client. The client’s share 
of the money will be retained by 
the agency as a reserve pool for 
extra (italics RF&Y’s) services to 
be applied to the account in ques- 
tion; such extra service to consist 
of merchandising, research, pro- 
motion, etc. No part of this credit 
may be used for commissionable 
space, talent, etc., nor revert to 
the client.” 
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Reynolds Pen 
Shifts Account 
to MacFarland 


Chicago, April 23.—Reynolds 
International Pen Company has 
shifted its account from Maxon, 
Inc., to MacFarland, Aveyard & 
Co. 

The change was first revealed 
yesterday by Maxon’s notice it 
has resigned the account of the 
ball-point pen company, effective 
immediately. Franklin Lamb, 
president of Reynolds, asserted 
that the shift resulted from diffi- 
culties in working out details be- 
cause Maxon’s headquarters is in 
Detroit. 

Mr. Lamb told AA that Maxon 
has handled the program with all 
the efficiency possible for an 
agency headquartered outside Chi- 
cago. He said the change was de- 
cided on because of Reynolds’ 
need for constant close contact 
with its agency. 


6 Fawcett Comics Will 


Combine in One Unit 

Six magazines of the Fawcett 
Comics Group will be incorporated 
into a group beginning with Sep- 
tember issues, and be sold as the 
Fawcett Comics Yellow Unit. 
Based on an ABC guarantee of 
1,380,000 for the six books, the 
rate on inside four-color pages will 
be $690, with back cover costing 
$1,035 in four colors. 

The Yellow Unit will include 
“Mary Marvel,” “Geo. Pals Pup- 
petoons,” “Marvel Family,” “Hop- 
py the Marvel Bunny,” “Animal 
Fair” and “Comic Comics.” 


Names Mrs. Sabine 


Mrs. Harriet W. Sabine, former- 
ly in the office of Strategic Service 
and before that with the Milk In- 
dustry Foundation, has been ap- 
pointed director of consumer in- 
formation for the Can Manufac- 
turers Institute. 


St. Paul Covers Half 


the 9th Largest Market! 


@ Nearly 800,000 population (1940 Census) with 


more than $1,000,000,000 effective annual buy- 
ing income makes St, Paul-Minneapolis the 9th 
largest market in the United States. 


The St, Paul half is covered only by the St, Paul 
Dispatch-Pioneer Press with 160,998 combined 
city zone circulation, No other daily newspaper 
has even as much as 10% coverage of St. Paul 


families. 


SAINT 


ST. PAUL DISPATCH PIONEER PRESS — 


RIDDER-JOHNS, INC.—Notiona/ Representatives 


NEW YORK 
342 Madison Ave. Wrigley Bldg. 


PAUL, MINNESOTA — 


ST. PAUL 
Dispatch Bidg. 


CHICAGO 
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New York City’s 
Population Zooms 
to 7,768,000 


New York, April 23.—Despite 
widespread rumors that the war 
years had shrunk New York City’s 
population, Consolidated Edison 
Company this week reported in a 
survey that the city’s population 
on Jan. 1 was 7,768,000—an in- 
crease of 4.2% over the 1940 
census figure of 7,455,000. 

The report said that temporary 
losses in population after 1941 
were due to more than “750,000 
residents of the city entering the 
armed services. The rapid in- 
crease in population since Jan. 1, 
1945, was due mainly to the re- 
turn of approximately 350,000 
servicemen and women before 
Jan. 1, 1946, but also involved a 
sizable ‘net immigration.’ ” 

Both 1945 and 1946 studies by 
Edison revealed “abnormal 
doubling up.” While 2.9% of the 


families were doubled up on Jan. 
1, 1945, 7.6% were in the category 
on Jan. 1, 1946, the utility com- 
pany reported. 

Comparative figures for the six- | 
year span look like this: 


USS. Edison | 

Census’ Estimate 

April Jan. | 

1, 1940 1, 1946 

Total families.2,047,919 2,184,800 | 

Normally 

doubled up.. 88,840 94,880 
Abnormally 

doubled up.......... 165,400 

Total 
doubled up.. 88,840 260,280 


The company’s research depart- | 
ment told ApvEeRTISING AGE that | 
its “abnormally doubled up” sta- | 
tistics were compiled by projecting | 
the city’s growth from its survey, | 
then compensating the doubling up 
factor from statistics garnered last 
December by Hunter College. | 


Abrahams Joins NRDGA 


Howard P. Abrahams has re- 
signed as advertising director of 
I. J. Fox, Inc., New York, to be-| 
come manager of the sales promo- | 
tion division of the National Re-| 
tail Dry Goods Association. He) 
will assume his new duties in May. | 
Previously, Mr. Abrahams had| 
held executive sales promotion | 
and advertising positions at Roths- | 
child’s, Ithaca, N. Y.; Blooming-| 
dale’s and Ludwig Baumann, both 
New York, and the New York 
Times. 


GREENSBORO’S MARKET 


cxseauny MORE Ti aecenany 


NSE | 


16.16% of Retail Sales 
in North Carolina 


A Multi-Million 
Dollar Market 


GREENSBORO 


NEWS-RECORD 


To Head GF Units 


J. J. LeClare, senior vice-presi- 
dent of the Diamond Crystal Salt 
Company, St. Clair, Mich., division 
of General Foods Corporation, has 
been named president and direc- 
tor of Diamond Crystal and of the 
Colonial Salt Sales Company, an- 
other GF unit, at the same time 
becoming general manager of both 
divisions. He succeeds Robert M. 
Farr, who has resigned to devote 
full time to other interests. 


WestinghouseNames Two 


Sidney C. Palmer has been ap- 
pointed manager of the marine and 
transportation divisions of West- 
inghouse Electric Corporation, and 
Frederick S. Bacon Jr. has been 
named manager of the central sta- 
tion division for the New England 
district. Both will make their 
headquarters in Boston. 


Wants Export Men 
to Allocate Goods 


St. Louis, April 23.—Only coun- 
sel of experienced export execu- 
tives will assure equitable distri- 
bution of American goods abroad, 
according to William S. Swingle, 
vice-president of the National 
Foreign Trade Council. 

Mr. Swingle told members of the 
Export Managers Club and the 
Chamber of Commerce foreign 
trade bureau that export men can 
offer “realistic advice” concerning 
division of goods between domes- 
tic and export customers. 

“Goods should be made avail- 
able for export in sufficient quan- 
tities to service existing customers, 
and, where possible, to cultivate 


|new foreign market outlets,” he 
said, 


‘Business Girl’ Grows 

. Business Girl, Dallas publica- 
| tion, will change to a larger format 
—84%4”"x11%", effective with the 
June issue. Guaranteed circulation 
is 100,000 based on a yearly aver- 
age, with a 325,000 anticipated in- 
crease at the close of 1946. Frank 
Petrucci, New York, is national 
representative. 


BBDO Expands Publicity 


Batten, Barton, Durstine & Os- 
born, Inc., New York, will expand 
its publicity department, under the 
direction of William P. Maloney, 
to include a radio publicity and 
promotion division, which for- 
merly functioned as a radio pro- 
motion and merchandising depart- 
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ment. James A. McGarry will 
head the new division. 


Knox Drops Mysteries 


Knox Company, Los Angeles, on 
May 5 will discontinue sponsor- 
ship of ‘““Murder Is My Hobby” on 
Mutual Broadcasting System, after 
which the series will go sustain- 
ing. The program, heard for Cys- 
tex and Mendaco proprietaries, is 
presented Sunday, 4-4:30 p.m., 
EST, through Raymond R. Morgan 
Company, Hollywood. 


When You Release a News Release 
Think of 


Sou Release 


(Covering Over 10,000 Newspapers Weekly) 
480 Lexington Ave., N. Y. City, 17 


 SYLVERN 
leads the — 
smoothest — 
strings yo 
heard. 


* 
MARGARET 
WHITING 


The “It Might 
As Well Be 
Spring" girl, 
new network 
and recording 

star. 


* The Smooth Strings 
tops in accompaniment 
—vunder the direction of 
Henry Sylvern. 
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smooth si 


blended 
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Cc O M 


New York . 


BARRY WOO 


in smooth har- 


v + ¥ 


WITH * MARGARET WHITING 


* THE MELODY MAIDS * HENRY SYLVERN & ORCHESTRA 


1529 Madison Road, Cincinnati, O. 
Chicago . 


It's new! It's exciting! Fifteen minutes of the 
smoothest music ever available for local and 
regional sponsors. Currently produced in New 
York on a five-per-week schedule. Already sold 
in 76 markets. ‘‘Produced by Ziv'’ means the 
best in transcribed entertainment ! 


FREDERIC W. 
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ous 
nameathe 
Armed Forces 


Lt. Comdr. Jordan L. Mott, 


Kitchen & McCormick, New York, 
as account representative and 
copywriter. 

Hulbert Taft Jr. (AAF) has re- 
turned to WKRC, Cincinnati, as 
managing director of radio for the 
Cincinnati Times-Star Company. 

Maj. Paul Haller and Maj. Sher- 
win Helms have joined the promo- 


(Navy) has been appointed gen-|tion and service department of the 


eral sales manager of Manning, 
Bowman & Co., electrical appli- 
ance manufacturer, with head- 
quarters in Meriden, Conn. 

Lt. Leonard Dowell (Navy) has 
joined the advertising staff of 
Capper Publications’ New York 
farm paper division. 

Robert J. Walsh (Army), form- 
erly program director with Wm. 
N. Scheer Advertising Agency, 
Newark, has rejoined the agency 
as director of radio. 

Charles A. Lane (Army) has re- 
joined the advertising promotion 
staff of American Magazine. 

George Vincent Hunter (AAF), 
formerly with the Washington 
Post and Tracy, Locke, Dawson, 
New York, has joined the promo- 
tion department of the News, 
Charlotte, N. C. 

Capt. Donald W. Jackson 
(Army) has returned to Doyle, 


|Phoenix Republic and Gazette. 


W. S. Merrell (Navy) has joined 
Stevenson & Scott, Montreal. 

Richard E. Cruikshank (Navy) 
has returned to the San Francisco 
office of Albert Frank-Guenther 
Law as director of the new sales 
clinic. 

Joseph D,. Bates Jr. (Army) has 
joined Wilson, Haight & Welch, 
Hartford, Conn., and New York 
agency. 

Capt. Beverly Hancock has re- 
turned to Platt-Forbes, Hartford, 
as art director. Other returnees 
are: Lt. Brevoort Walden, account 
executive; George Kraus (Army) 
and James Brown (Army), assist- 
ant account executives, and Sgt. 
Daniel Scarpone, production de- 
partment. 

Lt. Comdr. Jordan L. Mott has 
joined Manning Bowman & Co., 
Meriden, Conn., electrical appli- 


ance manufacturer, as general 
sales manager. 

Lt. Russell Jackson (Army) has 
rejoined the staff of John B. Fair- 
bairn, Hartford agency. 


Dingwall Returns to Hoyt 


Lt. Robert H. Dingwall (Navy) 
has returned to Charles W. Hoyt 
Company, New York, as assistant 
to C. B. Donovan, head of the 
media department. 

Harry N. Roberts (Navy) has 
been appointed manager of battery 
and spark plug sales, replacement 
tire sales division, B. F. Goodrich 
Company, Akron. 

John P. DeBellis (Army) has 
joined the sales staff of Gilman, 
Nicoll & Ruthman, Boston, news- 
paper representative. 

Leo A. Brown (Navy) has been 
named general advertising agent 
of the Wabash Railroad Company, 
St. Louis. 

John P. Riley Jr. (USNR) has 
joined the staff of Harry J. Wend- 
land Advertising Agency, Los 
Angeles. 

W. J. Fitzgerald (Navy) has 
joined the advertising staff of 
Haire Publishing Company, New 
York, for its four aviation publi- 
cations—Aviation Equipment, 


APRitg 1944 Re 


1,000,000 “FOREIGN SERVICE” 
READERS—WATCH ’EM GROW! 


Out of overseas service . . . into 


else could you reach such a nugget 


Aviation Industry Red Book, Air- 
ports and Airport Directory. 


Adds Four Ex-Servicemen 


Lieber Advertising Company, 
Chicago, has added four ex-serv- 
icemen to its staff. They are: Jo- 
seph E. Matousek (Army), produc- 
tion department; Milton Sherman 
(Army), copy staff, and Robert E. 
Hoylman (Army) and Lt. John F. 
Gerber, art department. 

Harry Howard Hayes (Navy) 
has joined the contact staff of 
Standard Rate & Data Service, 
with headquarters in New York. 

Capt. C. R. Taaffe has been ap- 
pointed assistant art director of 
Erwin, Wasey & Co., Chicago. 

A. H. Corman (AAF) has been 
named news editor of American 
Exporter, New York. 

Bruno Skoggard (RCAF) has re- 
turned to the creative staff of Ful- 
ler & Smith & Ross, New York. 

Lt. John H. Richards (Army) 
has been named production man- 
ager of Harry Atkinson, Inc., Chi- 
cago agency. Raymond J. Leicht 
(AAF) has joined the agency’s 
creative staff. 

Allen W. Janusch (Army) has 
joined the merchandising staff of 
the Chicago Sun. 

Kenneth L. Striker (Army), Phil 
Dostal (Army) and William T. 
Muscheid (Army) have joined the 
San Francisco office of McCann- 
Erickson. 


Malmquist Rejoins FC&B 


Link Malmquist (Army) has re- 
turned to the art department of 
Foote, Cone & Belding, San Fran- 
cisco. 

Alvin Citron (Navy) has been 
appointed sales promotion and 
publicity head of Koret of Cali- 
fornia, San Francisco. 

Lt. Warren Krey (Army) has re- 
turned to Paris & Peart, New York, 
as assistant production manager. 

Lt. Welden A. Rulligan (Army) 
has joined the Cleveland staff of 
Nation’s Business as advertising 
representative. 

Capt. Nathan W. Brandon has 
returned to WSAV, Savannah, Ga., 
as assistant to the general man- 
ager. 

Lt. David Hafier (USCG) has 
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OUTLINES PLANS—Harold R. Deal, 
manager of advertising and sales pro- 
motion for Tide Water Associated Oil 
Co., has just completed a tour of 13 
western cities of Associated's market 
area, during which he outlined the 
company's ad program to sales and 
dealer personnel. 


been appointed assistant director 
of research of A. J. Wood & Co., 
Philadelphia. 

Capt. Earle G. Turvey has re- 
joined Gardner-Richardson Com- 
pany as sales representative in the 
company’s Chicago office. 

Lt. Col. Walter Blake has been 
appointed promotion manager of 
Piedmont Publishing Company, 
Winston-Salem, N. C. 


Doyle Joins Close 


Chet Doyle, formerly in the sales 
department of KNX, Los Angeles, 
has joined George D. Close, Inc., 
newspaper, publisher and radio 
representative, as manager of the 
Los Angeles office. 
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Pittsburgh’s Courierville consists of 27,000 Negro Families 


Y . 
CIEARETTES 


‘our ia 


family buying power! Now more 


of expanding influence and income 


living in Allegheny County, Pennsylvania. Here the Local 


than 1,000,000 veterans of three 
overseas wars are reading ‘‘ Foreign 
Service’’—a quarter-million well- 
established men, most of them 
with families grown or nearly 


so cheaply or so well? 
V. F. W. membership is growing at 
arate of 30,000 monthly—write now 
for current rate cards. 


Edition of The Pittsburgh Courier is read in eight 
out of ten homes. Our first Post-war Survey of Buying 
Habits of Negro Families was made in this market because’ 
The Courier was founded in Pittsburgh, Pa., 36 years ago. 


grown—and over 750,000 veterans 
of World War II, whose families are 
just beginning or are soon to begin! 
Solid buying power! 


What will they buy? Why, every- 
thing a family needs—now and for 
a quarter-century to come! How 


SEND FOR NEWRATE CARDS 
BONUS CIRCULATION NOW! 


DAN B. JESSE, JR. & ASSOCIATES, INC. 
ADVERTISING DIRECTORS 

10 East 43rd Street, New York 17, N.Y. 

Midwest Representative: Raymond J. Ryan, 

203 North Wabash Ave., Chicago, Illinois 


Pacific Coast: Renick Averill Company, 
307 West 8th St.,] Los Angeles, Calif. 


V. F. W. ORGANIZED 1899—FOREIGN SERVICE ESTABLISHED 1913 
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(~~ The Pittsburgh COURIER 


With its 13 Editions is a National Newspaper 
with a circulation of 257,519 A.B.C. 


Published weekly, The Pittsburgh Courier has the largest A.B.C. Circu- 
lation of any Negro Newspaper in the world. The 13 editions are read 
by Negro people, who are vitally interested in their rights as citizens, 
? every section of the United States. 


Advertisers and Advertising 
Agencies are invited to write 
for copies of Pittsburgh's 
Courierville Study to Earl V. 
Hord, Business Manager, 
The Pittsburgh Courier, 
Pittsburgh 19, Pa. 
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Goodyear Ready 
to Mass-Produce 
Homes at $2,500 


Washington, D. C., April 24.— 
Goodyear Tire & Rubber Company 
recently offered to produce 48,900 
of its mass-assembled Wingfoot 
two-bedroom homes annually; 
that is if the government will 
grant material priorities and make 
idle war plants available. 

Goodyear has been producing 
completely-assembled homes on a 
limited scale at Litchfield Park, 
Ariz., during the past 12 months. 


The standardized units, designed | 


for war housing in 1942, are 
trucked from factory to site. There 


telescoped wings are pushed out) 
to convert the unit into a T-shaped | 


home, measuring 26 x 15 feet over- 
all. Estimated F. O. B. price is 
$2,500. 

P. W. Litchfield, chairman of 
the board of Goodyear, told Fed- 
eral Housing Expeditor Wyatt that 
Wingfoot Homes, Goodyear sub- 
sidiary, would reach a peak pro- 
duction of 157 homes a day after 
installation of plant equipment 
and receipt of priority building 
materials. 

The homes, following a stand- 
ard modernistic design, will be de- 
livered with complete bathroom 
and kitchen fixtures, built-in beds, 
bureaus, mirrors and closets, 
ready for occupancy. Present 
financing plan calls for one-third 
down and 60 equal monthly pay- 
ments, through banks. Future 
financing for veterans is based on 
a 10-year plan, with monthly pay- 
ments of $25 to $35 to include prin- 
cipal, interest and transportation 
charges. 

Wingfoot homes and Fuller 
Houses’ ‘dwelling machines’ are 
the only pre-fabricated or factory- 
assembled units yet announced 
which lend themselves readily to 
truly national distribution and 
advertising. 


REYNOLDS METALS HOME 
TO SELL FOR $5,000 

Louisville, Ky., April 24.—Rey- 
nolds Metals Company is develop- 
ing houses of aluminum alloy 
which are termite-proof, rust- 
proof and lightning-proof. 

They are made of concrete and 
Reynoldite, a clapboard plywood 
laminated to aluminum. Two ex- 
perimental homes have been built 
in Louisville, and more will be 
constructed when tests now being 


Largest In The 
World...... 
In Basketball 


Winston-Salem annually en- 
tertains the Northwest North 
Carolina High School Basket- 
ball tournament . . . and for 
weeks and weeks hundreds of 
teams play to packed galler- 
ies. This tournament...started 


|'made are completed, according to 
Reynolds officials. Architecture is 
of the same type as that developed 
|/by housing research at Purdue 
| University. 

Although it is expected that six 
/models will be available in such 
|price ranges as $5,000 for a five- 
room structure, no date has been 


York official estimates that it 
“might be’ by fall of this year. 
Reynoldite can be painted, and 
it is claimed that one painting 
will give 60 years’ service. Called 
“the greatest insulating device in 
the world” by those familiar with 
|its qualities, it is said to reflect 
‘heat and coolness in the same 
manner as light, thus retaining 
even temperatures within the 
home with a minimum of waste. 
Walls are constructed with a two- 
‘inch insulating space between. 
Number of rooms will vary. Alu- 
minum plumbing, although not in- 
cluded in the experimental units, 


set for sale to the public. A New. 


is said to be a possibility. 
General Building Units, Dayton, 
has been working with Reynolds 
on the Louisville experimental 
homes. The Reynolds plant at Mc- 
Cook, Ill, is supplying the corru- 
|gated sheets for housing sides. J. 
| Walter Thompson Company, Chi- 
cago, is the advertising agency. 


Gets Ojaco Account 


Agency, Providence, R.I., has been 
appointed to handle advertising 
for Oliver Johnson Company, that 
city, manufacturers of Ojaco paints 
and varnishes. The agency will 
also handle an _ intensive two 
months’ statewide campaign for 
Merchants Cold Storage & Ware- 
house Company, Providence. 


Named Sales Chief 


Aetna Steel Products Corpora- 


tion, Milwaukee, has appointed 
C. G. Wollaeger as director of 
‘sales. 


‘and Ormsbee, 


Arthur Braitsch Advertising sentatives. 


‘Esquire’ Back in Phila. 


Becomes Ad Manager 

Albert Wray, feature writer for 
the New York Daily News and 
Literary Review, has been ap- 
pointed advertising manager 


the Apartment Journal, monthly 
publication of the Apartment As- 


/sociation of Los Angeles County. 


Before enlisting in the Army in 
1941, he was affiliated with O’Mara 
publishers’ 


Esquire, Inc., has re-opened its 
Philadelphia advertising office at 
1700 Walnut St., closed for four 
years due to wartime conditions. 
Lt. Col. Huston D. Croppen, form- 
erly with the sales staff, has been 
appointed manager. 


of | 
Western Housing combined with) 


repre- | 


43 
-Oxarart Gets Shelley 


James P. Shelley, account e x- 
ecutive for 16 years in the Chicago 
offices of McCann - Erickson, has 
been appointed executive vice- 
president of Frank Oxarart Com- 
pany, Los Angeles. W. W. Har- 
|vey has been made vice-president 
and general manager, and W. F. 
'Larkin, media and research direc- 
| tor. 


| a 


| Truckstell Appoints Roy 


Ross Roy, Inc., Detroit, has been 
| appointed to handle the advertis- 
|ing of Truckstell Mfg. Company, 
|Cleveland. Automotive and truck- 
‘ing business papers will be used. 
'The agency will also supply mer- 
chandising plans for the com- 
pany’s distributors. 


GIBBONS KNO 


ADVERTISING 


TORONTO, MONTREAL, WINNIPEG, 


J.J. GIBBONS LTD. 


200 BAY STREET. - TORONTO 


WS CANADA 


MERCHANDISING 


REGINA, CALGARY, EDMONTON, VANCOUVER 


in 1926 by these newspapers 


is the "largest in the world". 


A section that is sports- 


minded can usually be put 


down as an area in which 
ACTIVE people live and work 
...and they are usually as 


responsive to sales messages 


as they are to the lure of the 
sports arena. 


} 


JOURNAL and SENTINEL 


Winston-Salem, N. C. 


National Representatives: 


KELLY-SMITH COMPANY 


NASHVILLE 


the No" 


&, 
Yn 
oe | 


FARMING 


makes millions for 
the NASHVILLE area 


Fine horses, cattle and other products brought over 120 million dollars to farmers 


of the rich Nashville area during 1944 . . . Thus farm families are an important part 


of the more than one million people in this market area, and farm incomes add to 


the more than 350 million dollars spent annually in retail stores before the war 


years ... The primary area of WSIX covers a large part of this sales territory with 


the top programs of American and Mutua! . . . Get your share of this rich market with 


an advertising message broadcast economically over WSIX. 
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SLX 


2 of lennessee's 


Nation 


TENNESSEE 


AMERICAN and MUTUAL 


5,000 WATTS 
980 K. C. 


al Representative: 


THE KATZ AGENCY, INC. 


WSIX gives you all three: 
Market, Coverage, Economy 
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printed matter for facsimile. 
Although declining to predict 


WJJD, ‘Sun’ 
when the average home would 


to Test Facsimile have facsimile service, WJJD en- 


Chicago, April 23.—WJJD and |Sineers said that the time is not 
the Chicago Sun last week re- |fat off when every home will oon 
vealed plans for cooperative re- na facsimile printing ore 
search in broadcasting of news priced at the same level as today’s 


kes > portable typewriters. Marshall 
ey to a advertising by Field, editor and publisher of the 


he station bes instetied ana |Sun, is principal owner of WJJD. 


tested a three-kilowatt FM and _ 

facsimile transmitter atop the | Bendix Radio Appoints 
Carbide & Carbon building to op- ; 
erate on 44.7 and 99.1 magacycles. | Paul J. Reed, former assistant 


: jadvertising and sales promotion 
The Sun will supply news and art manager, Bendix radio division, 
and supervise make-up of the! 


Bendix Aviation Corporation, 


Baltimore, has been promoted to 
assist L. C. Truesdell, general sales 
manager. Joseph L. J. O’Connor, 
formerly with Zenith Radio Cor- 
|poration, Chicago, has joined the 
'Bendix plant as sales promotion 
| manager. 


Iowa Promotes Iowa 
Signs reading, ‘Welcome 


to 


Supply and Land of Industrial Op- 
portunity” have been erected at 
10 strategic state border points by 
the Iowa Development Commis- 
sion. The signs are part of the 
commission’s program to promote 
the state’s agricultural and in- 
| dustrial resources. 


Yes, the magnifying glass does make things much 
... And it is easy to see that through the Michigan R 


in the key centers of population. The Michigan Rad 


remains untouched by a single high-powered station. 


THE MICHIGAN RAD 


1700 STROH BUILDING «¢ DETR ii ie CHIGAN 


Represented by the Paul H. Raymer Company 


Tremendous prosperity created initially by war production and 
continuing now in reconversion places Michigan second to none as 
the most progressive and fastest moving market in the world. 


you are especially focused on the major radio markets of Michigan 


specialized to cover 90% of Michigan radio listeners and to deliver 
your sales message to the big segment of buying power that often 


The Only Way to Sell the World’s Top Market is Through 
fmeen NETWORK 


easier to see 
adio Network 


io Network is 


Iowa—Center of the Nation’s Food | 


SPORTCAST—C. J. Baker, Maxon, Inc.; George Stege, Pepsodent division; 
Dale McCutcheon, J. Walter Thompson Co., and Harold Wise, Macfadden ad 
director, got together at the Chicago presentation of Macfadden Publications’ 
new magazine, Sport. 


15,000 dealers. 

One item which Shwayder for- 
‘'merly supplied its dealers, racks 
for displaying luggage, are not 
available because of lumber re- 
strictions. However, the company 
|is sending out blueprints and de- 


Denver, April 23.—Swinging |”. : P 
into full promotion, Shwayder tailed instructions as to how the 


‘ racks should be made, on the 
eae mae a ee |theory that its dealers will be able 


ito have the ade locally. Weiss 
and folding chairs, has released g Gat a e ) 


ne *“ |& Geller, Chicago, is the agency. 
the largest advertising schedule in| 


the company’s history. ‘. mn 

Working with a magazine bua- | Sartorius Appoints 
get of approximately $130,000 the A. Sartorius & Co., New York 
company has full page, four-color | manufacturer of quality cosmetics, 
‘copy scheduled for Collier’s, Es- has appointed Walter M. Swertfa- 


qui i . |ger Company, New York, to 
[are, Seek Beusetoopmg, Het | daadis i lete line, includin 
| day, Life, The Saturday Evening andle its comp ne, g 


| 'nail polish, a depilatory, and mas- 
Post, True and True Story. ‘cara. Color pages featuring a new 
At the same time, the company | nail polish will be scheduled in 
resumed its program of dealer | women’s magazines, with black- 
aids, which offers displays, mat|and-white insertions to run on 
service, direct mail, and complete | the depilatory and mascara. 


tie-ups for special selling event) 
promotion. Booklets for the dealer | Macarow New V.P. 
Ps ° . | 
which contain travel tips on effi- P. D. Macarow, for the past 10 


cient use of luggage, and similar | year¢ associated with the Montreal 


booklets on home entertainment |5mces of McKim Advertising Lim- 
for the card tables will be brought |jited, has been appointed vice- 


up to date and issued to some president of the company. 


| Shwayder Uncorks 
$130,000 Drive 
in Magazines 


(NRE 


Magneficent Callfornia Mackel/ 


World Port: Added Emphasis 
To The City’s Growing Importance! 


One of the world’s largest man-made harbors; permanent Navy 
installations; vast oil deposits beneath the harbor; fishing, canning, 
all are merely additional reasons for the highest effective busing 
income ia the nation.* 


Cover this rich market with it’s established metropolitan daily, the 
Long Beach Press-Telegram. Now nearly 80,000 net paid daily 
circulation (controlled). 


* Sales Managements 1945 Effective Buying Income Survey. 


Represented nationally by & 

43 Wiliams, Lawren and 

4 Cresmer Co., 

ma Metro Pacitie Comics, 

Pacific Padtade, Nancy 
Sasser ‘Gromps. 


{ONG BEACH 


Press-Celegram 


In Greater Long Beach it’s the Press-Telegram! 
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THE ONLY MAGAZINE OF ITS KIND 
(out of the 19.000 periodicals printed in the U.S.) 


WORLD REPORT — a weekly newsmagazine — fills the greatest single need 
of every thinking man and woman in America... by printing authentic and re- 


liable information on world affairs. And remember, that reliable, uncolored in- 


formation is the first and most important step in aborting future WARS. 


Wars always have been the plaything of a few secretive “leaders.”’ Wars always 
have been foisted on the uninformed citizen. And always on a note of last-min- 


ute urgency. 


WORLD REPORT puts before its carefully selected readers news that tells 


them the inside trend. The intelligent citizen, for the first time in history, will 


be advised well in advance what’s really going on—what’s really being planned. 


9 


Every week he will be kept informed, long before “plans” and “threats” and 


“deals’’ become realities. 


The unique importance of WORLD REPORT is what is gathering together 


the most highly literate, intelligent and wealthy market in the world—the one 


PAGE RATE, $600 


group of people who will be cover-to-cover and page-by-page readers. 


WORLD REPORT 


THE ONLY WEEKLY NEWSMAGAZINE REPORTING, INTERPRETING AND FORECASTING ‘THE NEWS OF WORLD AFFAIRS 


published by 


UNITED STATES NEWS PUBLISHING CORPORATION 


DANIEL W. ASHLEY 
VICE PRESIDENT IN CHARGE OF ADVERTISING 


30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


ee - WORLD REPORT-— ‘he No. 1 advertising medium to reach world-minded people > 2& 
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Appoints Irene McKnight 


Irene McKnight, formerly with 
Harriet Hubbard Ayer, Inc., and 
previously with Helena Ruben- 
stein, Inc., and the Walgreen Com- 
pany, has joined Vita Ray, a 
cosmetic division of American 
Home Products Corporation, New 
York, as merchandise director. 


Linton to Columbus 


David Linton, program manager 
of Intercollegiate Broadcasting 
System, New York, will head a 
round table discussion on prob- 
lems of campus stations at the 
Institute for Education by Radio 
—— in Columbus, O., May 
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THE CHICAGO SUN 
400 West Madison St., Chicago 6, Ill. © 250 Park Ave., New York 17, N. Y. 


National Representatives: THE BRANHAM COMPANY 
CHICAGO: 360. North Michigan Avenue « NEW YORK: 230 Park Avenue 
Atlanta + Charlotte» Dallas+ Detroit + Kansas City « Los Angeles « Memphis « St. Louis «San Francisco 


Competitors Have 
Doubled Since ‘40; 
| Data Is Scrambled 


By ROBERT W. MURRAY JR. 


Chicago, April 25.— Time was 
when a mixture of wood ashes and 
fat—and grandmother—took care 
of the soap problem. 

Since then have come radio and 
its soap opera—so-called for the 
still obvious reason. 

And now there are the new- 
comers in the field, as every 
housewife and her friends, the 
agency men, know. 

Checking on newcomers, ADVER- 
TISING AGE has learned that the 
shortage of fats and other ingre- 
dients, and developments in sol- 
vent manufacturing during the 
war, have caused both the entry 
of some companies into the cleaner 
and cleanser field and delay in 
sales and promotion plans of 
others. 


P & G, Old Dutch Lead 


Procter & Gamble continues to 
lead the soap field (five P&G 
brands are among the 10 leaders 
in Chicago). Leadership in the 
cleanser field is not so well de- 
fined, but Cudahy Packing Com- 
pany’s Old Dutch probably tops 
its competitors nationally. Twice 
as many as in 1940 compete in 
these fields now. 

Breaking into the cleaner and 
cleanser fields have been many 


big and little companies, some old- 


The Essential Marketing Facts 
of the Baking Industry 


This new Bakers Weekly study, “The Baking Industry and How to Sell It,” gives 
manufacturers and their agencies interested in selling to large combination bak- 
eries, wholesale bakers and retail bakers, complete information on all facts 
relating to the Baking Industry as a market for equipment, materials and supplies. 


What the study covers 


1. Organization of the Bak- 
ing Industry (wholesale, re- 
tail and house-to-house bak- 
. how each type 
cperates and distributes. 


eries) 


2. Operating details of the 
major buying groups (special 
pictorial section); a handy 
guide to those interested in 
how ingredients, equipmertt 
and supplies are actually used. 


3. Charts of bakers’ buying 
practices—supply house func- 


tions. 


4. Proved methods of selling and ad- 
vertising to the Baking Industry. 


Bakers Weekly, 45 West 45th Street, New York 19, N. Y. 


Please send me my FREE copy of the Bakers Weekly Market Study 
—‘‘The Baking Industry and How to Sell It.” 


Name 


FR EE —this new Bak- 


ers Weekly study 
charts and describes 
how the Baking Indus- 
try is organized, how 
it buys, how it mer- 
chandises its products. 
It also gives tips on 
how to sell the market. 


plies 


Manufacturers. of the foliowing 
products will find interesting in- 
formation in the new study 


Food ingredients 


Bakery equipment (mixers, 
kneaders, ovens, etc.) 
Plant and store furnishings 


and fixtures 
Delivery vehicles 


Shipping containers and 


cartons 


Merchandising aids 
Heavy plant equipment (boil- 
ers, conveyors, power trans- 
mission equipment, materials 
handling equipment, etc.) 
Miscellaneous industrial sup- 


(lubricants, cleaning 


compounds, valves and fit- 
tings, etc.) 


Copies of “The Baking Indus- 
try and How to Sell It” are 


Company —— 


Street 


available on request to manufacturers 
and to their advertising agencies. 


- Ee 


%& - 
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THE BUSINESS MAGAZINE OF THE BAKING INDUSTRY 
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Hordes of Newcomers 
Battle for Cleanser Sales 


timers and some formed recently, 
some distributing nationally and 
some within a municipality only, 
and some selling and advertising 
wherever their jobbers have taken 
them. 


To Name Agency Soon 


Western Chemical & Mfg. Com- 
pany, Chicago, has quietly entered 
the retail market with two new 
products, Sunny Day granulated 
soap and Gentle Suds, a solvent. 
These are sold throughout the 
Midwest, without benefit of any 
advertising. The company will, 
however, appoint an agency, pos- 
sibly this month, and plans to ad- 
vertise the two products exten- 
sively later this year. National 
advertising and distribution prob- 
ably will follow. Western, which 
turns out a whole carload of soap 
daily, until this year confined sales 
to bulk lots for institutional users. 

Home Products Company, a new 
Chicago organization, has begun a 
test program in eight downstate 
Illinois areas for its Whistle wall- 
paper and furniture cleaner. The 
test includes large-space news- 
paper ads and radio spots. Olian 
Advertising Company, Chicago, has 
been named to handle the account, 
which may become national. The’ 
product is a solvent sold in quart. 
and gallon cans. 


One Keeps Agency Secret 


Just how many others hope to 
buck the big names in the package 
soap and cleanser field is hard, if 
not impossible, to learn. The saw 
about pulling teeth was surely be- 
gun by someone seeking informa- 
tion from the established com- 
panies and their agencies. 

The larger soap makers and 
their agencies have informed AA 
that they would like to reveal 
their sales figures, for example, 
but cannot. This indisposition to 
reveal trade secrets reaches down 
to the smaller organizations. One 
official—president, general man- 
ager, sales manager and advertis- 
ing manager for his company—ad- 
mitted his product is advertised 
by newspapers and radio through- 
out the Midwest but refused to 
say who handles the account. It 
goes that far. 

An official of Fast-O Chemical 
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NEW TIME-SAVER—Hood Chemical 

Co., New York, has introduced Sing 

household cleaner as a “no rub, no 

scrub, no drudge" item in Pennsylvania 

markets, through Walker & Downing, 
Pittsburgh. 
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Company, Chicago, however, as- 
serted that as soon as special prod- 
ucts used in making Fast-O all- 
purpose cleaner can be obtained 
from Malaya—which may be 
within 90 days—the company will 
greatly step up its production, ap- 
point an agency and start a large 
campaign for the first time to pro- 
mote its nine-year-old cleaning 
cream beyond the Midwest. 


Vano Enters New York 


The largest selling liquid 
cleanser on the Pacific Coast, ac- 
cording to its maker, Chemicals, 
Inc., Oakland, Cal., is Vano, ad- 
vertised extensively in news- 
papers, radio and trade publica- 
tions. Vano is a soapless detergent 
for cleaning linoleum, tile, glass 
and other smooth surfaces. 

First sold in 1940, in western 
states only, it was introduced in 
1941 in New England—where it 
reportedly leads its field—and it 
recently entered the New York 
area. The slogan, “If you’re not 
using Vano, you’re working too 
hard,” is used in newspaper ads; 
in the “Better Half’ participation 
show over Station WOR, New 
York, and on Vano’s “Don’t You 
Believe It” quarter-hour weekly 
show over 14 ABC stations. The 
company stresses mass displays of 
Vano in grocery stores. Garfield & 
Guild, San Francisco and Los An- 
geles, handles the account. 

In Portland, Ore., Vanguard, 
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The Greatest Selling Power in the South's Greatest City 
50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 
Represented Nationally by The Katz Agency, Inc. 
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Inc., has begun using four-inch 
newspaper ads and two radio spots 
daily to promote Nylofoam, a 
“crystal green liquid” for cleaning 
linoleum, painted surfaces and the 
like. “Use it straight or dilute it 
. then wipe off the dirt,” copy 
says. Nylofoam some time ago 
was advertised by a former owner 
as a liquid soap for washing nylon 
stockings. Vanguard recently ap- 
pointed Botsford, Constantine & 
Gardner, Portland, as its agency. 
Among other West Coast prod- 
ucts of this kind now on the mar- 
ket is Liqua-Zone, an all-purpose 
liquid soap made by Liqua-Zone 
Company, San Jose, Cal. Plans to 
advertise this product, through 
Cosby & Cooper, San Francisco, 
will not be announced for a week 
or two. 


Tish Using More Ads 


In the East, Tish, introduced 
through American Soap Powder 
Works and since last fall manu- 
factured and marketed through 
the Brooklyn Tish Products Cor- 
poration, has intensified its adver- 
tising program to tie in with the 
spring housecleaning season. 

Newspaper insertions of 150 
lines promoting Tish as a general 
house cleaner will be used weekly, 
instead of bi-weekly as hereto- 
fore, in 27 New York metropolitan 
newspapers, and distribution and 
advertising in Miami and Rich- 
mond have just been added. A 
couple of months ago distribution 
in New England was discontinued, 
but a plan to resume in that area 
is now being discussed. Norman D. 
Waters & Associates is the agency. 


FR Expands Scoop Drive 

FR Corporation, through Nor- 
man Mack & Co., is promoting 
Scoop, a soapless_ all-purpose 
cleanser for dishes, clothes and 
general housework, on a greatly 
expanded newspaper schedule, 
which calls for 1,750-line inser- 
tions in newspapers in six eastern 
seaboard cities. Three of these 
cities—Baltimore, Washington and 
Philadelphia—have been added 
since February to a list which al- 
ready included New York, Newark 
and Camden. Insertions of 1,000 
and 500 lines, formerly used, will 
alternate at various intervals with 
the 1,750-line copy. Radio par- 
ticipation and spot programs in all 
six cities are backing up the 
newspaper program. 

Home Chemical Products, De- 
troit, is promoting its new DLC 
(for dishes, laundry and cleaning) 
all-purpose washing powder “con- 
centrated for quick dissolving,” in 
500-line newspaper copy, supple- 
mented by radio, in Nashville and 
Chattanooga. Plans call for ex- 
pansion into major markets in the 
South and Midwest. The product 
is “guaranteed to do everything 
better than old fashioned soaps.” 
Don Kemper Company, Dayton, is 
the agency. 

Rumford Chemical Works re- 
cently introduced Noctil all-pur- 
pose cleaner in New England (AA, 
Feb. 11); Diaperwite Company, 
New York, will spend $250,000 to 


Gimes Herald 


National advertisers can “sign- 
on-the-dotted-line”’ with safety 
on two counts, when cam- 


paigns are routed into this 
rich market—Its $15,000,- 
000 Post-War BUY- 
ABILITY is assured, 

and The Times 


Herald City Zone 
ABC Circula- 
tion is 
greater than 

all three 
Philadelphia pa- 
pers, for selling 
Norristown is an 
INSIDE job. 


Represented Nationally by 


The JULIUS MATHEWS SPECIAL AGENCY 


EMAMELED... VARNISHED SURFACES 


FOR ALL PAINTED... 


ENDS SLAVERY—Home Products Co., 
Chicago, is the newest entrant in the 
cleaner field with a general purpose 
product, Whistle, now being tested in 
eight Illinois markets through Olian 
Advertising Co. 


promote Diaperwite Cleaner 
through Hill Advertising (AA, 
April 8) and Judson Dunaway 
Corporation, Dover, N. H., has ex- 


panded the markets for VANiSH 
cleanser (AA, April 8). 


Three Responses Lacking 


Tobler Chemical Company, Bos- 
ton, did not respond to a wire 
from ADVERTISING AGE concerning 
details on its promotion of Betta- 
Klene miracle paste, a combination 
water softener and general pur- 
pose cleaner. The company, how- 
ever, through Harry M. Frost Ad- 
vertising Agency, Boston, is run- 
ning 800-line newspaper adver- 
tisements in Texas cities announc- 
ing a contest for Texans only, in 
which $1,250 in cash, a Crosley 
car, Kelvinator refrigerator, Ben- 
dix radio, Thor washer, silver- 
ware, a Bulova wrist watch and 
50 awards of $5 each are the 
prizes. Entrants are asked to finish 
the sentence, “Betta-Klene is the 


_best cleaner I’ve ever used be- 
|cause . . .” 


The contest ends 
June 15. 

Neither was a reply received 
from Walker & Downing, Pitts- 
burgh, on the campaign it has be- 
gun for Sing household cleaner, 


now being advertised in 825- and 
650-line ads in Pennsylvania mar- 
kets. Hood Chemical Company, 
New York, makes the product. 
Nash & Kinsella Laboratory, St. 
Louis, declined to reveal informa- 
tion about promotion of Old Faith- 
ful soap, distributed nationally. 
Wesley K. Nash Company, St. 


Louis, is the agency. 

A New York corporation just 
getting under way with a water- 
less hand cleaner called Quickee 
is Tudor Chemical Specialties, 
which will move next month, to 
enlarged plant space in the Bronx. 
Following announcement copy to 
the trade last summer, Tudor be- 
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torial pages per issue. 


Fl R ST in reader interest. 


Fl w ST in reader response 


Reaches Every Doctor 


F I RST in advertising volume 


per issue. 
F I fe Ss T in advertising response. 


Fl R ST and only medical pub- 
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clusively to diagnosis 
and treatment. 
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reading matter. 


OIL, mailed Thursday with Monday’s 


Fast news coverage and exclusive 
stories attract the highest reader 


Broadest (in all major industry 
divisions) and deepest (in each 
division) readership assures the 
greatest market penetration. 


Lowest cost advertising per unit 


possible by the 


efficient newspaper production 


Edited by veteran oil publication 
men, and published by the West’s 
leading industrial publisher. 


Magazine stock gives quality re- 
production at newspaper speed. 


Fifty-three opportunities a year to 
reach the buyers. 
nual summary—The OIL YEAR.) 


(Weekly and an- 


All advertising next to or opposite 


news, printed on magazine stock, 
11”x 16” tabloid format, is the only oil 
man’s newspaper in the West. 
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gan on Jan. 21 a newspaper sched- | 


ule of smati-space insertions in 
eight New England and New Jer- 
sey cities. Distribution is through 
jobbers for the most part, and ad- 
vertising is handled by Reiss Ad- 
vertising, New York. 

Zeen Chemical Company, Cleve- 
land, is running 300-line adver- 
tisements in 26 large cities east 
of Kansas and north of the Gulf 
of Mexico to promote Zeen, “the 
professional dry cleaner for home 
use.” Copy, which will be sched- 
uled through May, admonishes 
“Don’t Dig Hair Grease .. . Dis- 
solve It With Zeen!” It is recom- 
mended for use on furniture, slip 
covers, carpets, home furnishings 


FILLING-IN 
IMEOGRAPHING 


; YLTIGRAPHING 


_ RODRESSING . 


‘THE LETTER SHOP, Inc. 
481 &S. Dearborn St.. Chicago 4. Illineis 


and clothing. Spot radio an- 
/nouncements in a half dozen of the 
larger cities, and street car cards 
will supplement the campaign. The 
product is distributed through 
housewares departments of de- 
partment stores, and advertising is 
being handled by Gregory & 
House, Inc., Cleveland. 


14 Use Networks 


How many companies compete 
in the package field is not known, 
There are more than 200, however, 
of which about 125 advertise re- 
gionally or nationally in news- 
papers, about 85 use national mag- 
azines and 14 use network radio. 
As many use spot radio, probably, 
as use newspapers. In 1940, there 
were more than 100 competitors, 
about two-thirds using newspapers 
and spots consistently. 

Most leaders, particularly P&G, 
put a major portion of their pro- 
motion money into radio shows. 
In the past year housewives have 
been influenced in their purchases 
by such “operatic’’ characters as 
Ma Perkins, David Harum, 


Amanda, Rosemary, and Tena and 
Tim. 

Just how the brands rank in 
sales nationally has not been re- 
ported. Surveys like those of the 
Milwaukee Journal, Omaha World- 
Herald and Modern Magazines 
help somewhat, but do not show 
sales leadership except by product 


use. The Journal’s °45 survey 
shows, for example, that about 
44% of Milwaukee families use 


Lever Bros. Company’s Lux flakes 
for washing fine fabrics, against 
5% using it for dish washing, with 
23% using P&G’s Ivory flakes for 
fine fabrics and 12.3% for dishes. 
The Pantry Poll of the Chicago 
Times, however, listing soaps and 
cleansers without regard to spe- 
cific use, shows that P&G’s Amer- 
ican Family bar and flakes are 
each in the homes of three of five 
Chicago families, followed by Ar- 
mour & Co.’s_ Chiffon Flakes 
(29%) and Lever’s Rinso (29%), 
P&G’s Oxydol (27%), Fels Naptha 
bar (19%), P&G’s Ivory Flakes 
(18%) and P&G’s Duz (17%). 
The Times survey shows that 


You may fall down on your coverage, 
if only urban publications are used in 
your advertising schedules. Note how 
a typical big volume of “ 
lications gives you overcoverage in 
five of America’s Big Six Markets, but 
leaves the Small Town Market under- 
covered. By adding GRIT, you can 
increase your Small Town coverage. 


urban” pub- 


115% 155% 


148% 
oi 2g “hs 


138% 


132% 
“< 3 4 


130% 


a 
SMALL TOWN 
AMERICA 


PLACES 


OVER 500M 


100M to S00M | 25M to 100M 


10M to 25M 


TM to 


UNDER 
14 


NO. OF FAMILIES 
IN MILLIONS 


6.2 


eka ll cz 


Te, 
‘Buy Sux 
marke 


tions, 

$ Weeklies, 
3 Monthlies, 
5S Women’s. 


The percentage : " . ag Bie 
figures shown in | © a : 
each of the mar- | | 4 
kets is the com- | ae. aie 
bined circulation | oie i ae 
coverage of 13 | 2g ;r sg wel @ 
Urban Publica- i E 


3.0 


18 | 4:5 


a * 
a 


66x 


GRIT DELIVERS 384,893 


of its more than 550,000 circulation in towns of less than 1,000 : 
population. Compare—Yes, compare that volume to any of the na- 
tional urban publications—5 Weeklies—3 Monthlies—5 Women’s. 


No. 1 WEEKLY DELIVERS 331,144 
No. 2 WEEKLY DELIVERS 263,116 
No. 3 WEEKLY DELIVERS 327,309 
No. 4 WEEKLY DELIVERS 118,165 
No. 5 WEEKLY DELIVERS 77,867 


GRIT— and only GRIT gives you more circulation coverage in the under- 
covered Small Town Market at less cost than any other publication. 


wane FOR vous COPY OF “THE STORY OF THE ne ol anneal 


No. 
No. 
No. 
No. 
No. 


No. 6 MONTHLY DELIVERS 236,585 
No. 7 MONTHLY DELIVERS 90,241 
No. 8 MONTHLY DELIVERS 84,616 


GRIT PUBLISHING COMPANY 
WILLIAMSPORT 3, PENNA. 


Please have your representative make an 
appointment to present me with “The 
Story of the Big Six Markets” 


9 WOMEN'S DELIVERS 397,597 
10 WOMEN'S DELIVERS 356,024 
11 WOMEN’S DELIVERS 294,989 
12 WOMEN’S DELIVERS 161,040 
13 WOMEN'S DELIVERS 233,638 
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Fitzpatrick Bros.’ Kitchen Klenzer 
is in nearly half of the Chicago 
homes, topping B. T. Babbitt’s 
Bab-O (21%); Bon Ami (20%); 
Old Dutch (13%); Cameo Cleanser 
Corporation’s Cameo (12%); P&G’s 
Spic and Span (12%); Economics 
Laboratory’s Soilax (11%) and 
Lever’s Gold Dust (10%). Kit- 
chen Klenzer also leads in Mil- 
waukee and Omaha, the surveys 
there indicate, while Dell readers 
put Old Dutch first. 

These figures cannot be taken 
as characteristic of the nation as 
a whole or even of the Midwest. 
American Family, for example, is 
advertised far more than other 
soaps in the Chicago area, but is 
not promoted or sold outside this 
area. Armour’s Chiffon is cur- 
rently sold only in and around 
Chicago and New York. Swift 
Household Cleanser, heavily pro- 
moted in Chicago and Milwaukee 
since its introduction a few months 
ago, has not yet been introduced 
elsewhere. 


‘Big Three’ Lead in N. Y. 


Soap brands of Lever, Procter & 
Gamble and Colgate-Palmolive- 
Peet continue to lead in sales of 
soap products in metropolitan New 
York, heavily challenged still, as 
last year (AA, Dec. 24), by Ar- 
mour’s Chiffon. 

Continuing shortages of fat and 
glycerine are also enabling manu- 
facturers of soapless detergents, 
solvents and the like to enter a 
sizeable wedge, as witness Spic 
and Span maintenance of sales 
records second only to Lever’s 
Rinso. 

This picture is presented on the 
basis of figures compiled by the 
New York World-Telegram’s con- 
tinuing Market Merchandising In- 
ventory, which covers 200 retail 
outlets in the metropolitan area. 
Statistics which follow are aver- 
age sales per store in greater New 
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York for February and March of 
this year (including large and 
small soap packages, except Chif- 
fon, 14-oz. only): 


PUMPED VOL) ook cic sss ees 90.4 
eee ee 63.2 
Super Suds (C-P-P)......... 58.4 
COV GO? CP) occ ees cence 52.6 
ivory Snow (PGG).......... 38.1 
Lux Flakes (Lever).......... 37.6 
Chiffon Flakes (Armour)... .33.3 
Ivory Flanes (P6G)......... 13.4 


The sales of detergents as com- 
piled by the World-Telegram for 
February and March are: 

Spic and Span (P&G)........ 72.4 
oS Ee ee 19.1 
Rain Drops (Bu-Tay Products) 4.8 
Tish (Brooklyn Tish)........ 

Leadership in Chicago, 
York and other metropolitan mar- 
kets does not necessarily extend 
to smaller markets for these 
brands. Few of the larger factors 
in the cleaner and cleanser busi- 
ness probably use much space to 
promote their wares in small 
towns. 

Others, like Help, Inc., Chicago, 
and Duralaque Mfg. Co., St. 
Louis, advertise in a few large 
centers but the bulk of their news- 
paper, radio spot and cooperative 
advertising, as well as distribu- 
tion, goes into small towns where 
competition is not so strong. Help 
cleaner has been sold in the Mid- 
west for three years, and Help, 
Inc.’s Drain-e-ze has been out 
about a year, both advertised 
through Jim Duffy Company, Chi- 
cago. Duralaque Mfg. Co.’s Dura- 
laque all-purpose cleaner is dis- 
tributed throughout the nation to 
grocers and druggists. Jerrol & 
Associates, St. Louis, is the agency. 


Names Michel-Cather 


Robert G. Allen Company, New 
York, has named Michel-Cather, 
New York, to handle its national 
advertising campaign in Marine 
and power business papers. 


San 


Daily Circulation 
Union and Tribune-Sun 
140,000 


Sunday Union 102,000 


REPRESENTED NATIONALLY 
BY WEST-HOLLIDAY CO., Inc. 


New York e Chicago e Denver e Seattle 
Portiand e San Francisco e Los Angeles 


ieg™ live better 


That’s one 
reason why 
business is better 


in San Diego 


SM BUSINESS INDEXES 
City Index . . . 342.1 
City National . . 195.7. 
Jan. (Est. in Millions $) 21.65 


.and you can see from 
circulation figures that one 
“buy” does the advertising 
job. It’s saturation circula- 
tion, weekdays or Sundays. 
Get the market data you 
need now from our National 
Representatives. 


TRIBUNE - SUN 
Union-Tribune Publishing Co. 
San Diego 12, California 


rg “ + ; . df ’ - Pate ; ATO 2 Peet ne 3 ag : - eile ns sa eae ae ‘e 7 sald SES aa | : " Zs . 
ee | 
ee 
5 tas im 
Dens ee 
im ie | 
Res 
: ee 04 
DOS 
| 
ree LJ | PO | 
Ba 
ae x ee ae No . Syrup ay EEN age oe aire cs e ON THE SIXTH STEp e | 
all , p 
Gee \ ox SN | 
te = aa | 
“ar mY (ai4 | 
ars ; rh A or; ; | 
era XE - 
tt 4 4 4 
ae ’ | 
si ‘ * 
ss - . a ¢ ? 4 q 
we | eee | ME 2500.00 | | Fr. 
e = -—— * * My , 6 Ss 
ee g | ‘ ” ie PO =e 
ace 4 ft. 2a — 
oe - i — 
a —.l0U6UlC«S 
a gee : * .o ) oe a 
pie 4 “t g ‘ = i ey & Pr 
| ee 7 Ns Sas 
ee \d yr i 
a . ee = 
cima 1 } -_ | 
al —— 
| eS es MAIL THIS COUPON TODA a : 
oo ) | UNION 
a > 
Ve eee Ty ad 
Be SES OD eed 
GRIT PUBLISHING CO., WILLIAMSPORT 3. PA. : 
= £ ' . a 
= PC 
+ ae ‘more than 550,000 circulation — TEEN ee 
| 


9, 1946 


arch of 
re and ; ; : ‘ 
t Chif- | é 


904 =| 
.. 63.2 
.. 58.4 
.. 52.6 
. 38.1 


8 WALDO 


is com- 


am for 
are EMERSON 


ee | 
cts) 4.8 
cae ee = d 
, New 
apnea sal eee 
extend 
these 


factors **So far as a man thinks, he is free.” 
r busi- 


se Freedom of thought and freedom of 
Shicase speech—the right to express that 


at St. thought—are the broad base of 
Bm America’s freedom. And to retain 


perative 


satetion.. this blessing today, the freedom of 


s where + the air must be guaranteed with the 
gs. Help 


1e Mid- freedom of the press. 
i Help, 
en out 
vertised 
ly, Chi- 
s Dura- 
is dis- 
ation to 
errol & 
agency. 


er 


iy, New 
-Cather, 
national 

Marine 


4 -. Ralph Waldo Emerson . .. born May 25, 1803 


[ 


Guardian of 
American 
Freedom 


er 


Se Le Ee . a P 6% es P (66 Satutens tot en 6s hee ote So ses 015% Boke 8 ‘ 7" ‘ i pita! : y ' SERRE CTT 
: ayn (a! 44 yh | PAT eT IN PUT) Re boejtytrs eee vive abr sdts's Baliye Hel Punt MUSA wiritiy tips ty cant $s : ' ve 7 WN ‘ 
owt A, of ve ote ee OO le nine « i te fo Bal Td! aS bait Aa be Bite ty tan AL ha tes Bk AT oe Nate ey ll, id ose BOT eee re A Me 


mA 


pe Oe 2 


THE GOODWILL STATION, INC., DETROIT 


aS ES le ie * eal 


ae - < 
— 
_ —— 3 ‘ ae 
: . is eg | 
ss ‘ — gy, SS : 
f , e = » = : 
: : ‘ j sot : 4 ~ q ’ & 4 : 7 \a > ‘ a 
— x a 
ue * eputill - : 
_— — ee " 
a , hi | ss) Ve ae “ 
fm Cob +6 ' 
. 5 i 
a q we f 
N .. § = = 
~ Poe / 7 | r = 3 
y | yy NS > ge 1] 2 4 
4 * : a Pe 
ae /] \\ 
, : 
a > : . a 
= ai 
SA iis 
KES ame oS e 
$2.1 . ee 
5.7. a = 
.65 | _ | Se 
rom ; a 
one ¢ ; wes 
ula- ; “ . / ‘ i *s at “- ee 3 ahi 7 a 
ays. og b as ee | aX se 
onal * . i # ; “Me 
ee 2 
y . J « : 
9 : : vy 
| iM ee ‘HI oe a paves 7 r ING ' A EI >| EAA)? | 
‘ ; a r ; : “ ; ak ; el 3 ew: ee i “ = a er & . ' ms i 5 . > .. oh ' 3 ; ‘ oe. a) a t : Ring £ x at. ‘ ; i, e ’ 
ee eae CSP MMM an gy ck, Oe ST Eee ae oe er 
r Eee es ee ee Fs | re ae A airy zipiwaitey sada 4 i 
‘ . 


A Reply to ‘Grey Matter’ 

To the Editor: You are to be 
complimented on reprinting that 
article from a recent issue of “Grey 
Matter.” The situation discussed is 
not particularly new, yet it cer- 
tainly deserves attention, and 
dragging it out into the open may 
help all concerned. 

I don’t believe that the Grey 
Advertising Agency published this 
article because they do not know 
the answers. Yet this is the much 
smarter way—to toss out the ball 
and so let the rest of us kick it 
around. 

What is the setup within the or- 
ganization of the typical national 
advertiser? As a rule you have 
three main divisions—administra- 
tion, manufacturing and sales. Au- 
thority and responsibility taper off 
from the heads of these three di- 


| Visions. 


This department is a reader’s forum. Letters are welcome. 


The man at the head of 
the sales division has the author- 
ity and responsibility for advertis- 
ing; and it would be very foolish 
to have it any other way. For if 
advertising is to do the job ex- 
pected of it, it must be dovetailed 
right into sales—and so tightly 
that you can’t pry them apart. 

So, in about nine cases out of 
ten, the advertising manager 
comes under the sales manager; 
which immediately makes him 
once removed from the seats of 
the mighty. 

Now, if we were dealing with 
some purely mechanical contrap- 
tion, it would be fairly simple to 
put the advertising manager in a 
spot where he would be in on 
everything that counted and do a 
real big gauge job. Unfortunately, 
we have the human factor to deal 


with and there comes the rub. 

For the average sales manager 
is not inclined to relinquish any 
of his advertising prerogatives. 
Sometimes you will find one who 
is willing to take in the advertising 
manager on a sort of junior part- 
nership basis; but that type of SM 
is a pretty rare bird. 

So what happens? Advertising 
managers are picked to a pretty 
definite type. Above all, they must 
be young and lend themselves to 
molding. After a few years, if 
they have gumption and ability, 
they graduate to better jobs; 
otherwise they remain as good ex- 
amples of what the Grey article 
talks about. 

Please bear in mind that I am 
speaking of the general rule. There 
are some notable exceptions, in 
both sales managers and adver- 
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tising managers—men who are so 
notable because they are so ex- 
ceptional. 

It seems to me that we had 
many more outstanding men 
among the advertising managers 
of the 1914 era than is the case 
today. In those days sales and 
advertising were not nearly so 
closely allied, nor were merchan- 
dising and sales promotion so 
highly developed. I don’t imagine 
that the 1914 advertising man- 
agers of products like Gold Medal 
Flour, Cream of Wheat, P & G, 
Gold Dust, etc., took much back 
talk from the sales manager. 

And I can’t see the logic in 
comparing advertising managers 
with personnel managers. The 
personnel department deals pretty 
largely with the general help, for 
both factory and office. The old 
system was to have an employ- 
ment office out in the plant and 
another one for the office and 
they rarely handled anything 
above a subforeman or a super- 
visor. 

Then the labor unions came 
along (particularly, CIO). Then 
the war came along. And labor 
problems zoomed up to where they 
were the chief headache of the 
big boss, himself. So men like 
Bennett of Ford and Anderson of 
General Motors were hired to head 
up what were virtually new de- 
partments and responsible directly 
to the head of the firm. There has 
been nothing in advertising to 
compare with that particular type 
of development. 

So what can be done for our 
nice young friend, the advertising 
manager? If he is smart, he will 
‘learn how to be a sales manager 
jor an advertising agency execu- 
tive. But that still doesn’t solve 
the problem of the advertising 
| manager, as a job. 

I should think the first step 
would be to sell management on 
the fact that demonstrated capa- 
bility, to do a complete full-power 
job, is the main thing to look for 
in an advertising manager. Until 
management can be sold on such 
an idea, there is not much point 
in going any farther. 

One of the most significant 
things in the entire picture is that 
in this day and age—when adver- 
tising expenditures are so great; 
when costs are so high; when the 
field of advertising activities is so 
broad and so intricate; and when 
the power of advertising is so vital 
to the success of any business—at 
such a time as this, it is indeed 
significant that a prominent ad- 
vertising agency feels called upon 
to publish an article such as ap- 
peared in “Grey Matter.” 


J. A. ROBERTSON, 
Philadelphia, Pa. 
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Would Like to See 
‘Pay-Off' in Book Form 

To the Editor: May I compli- 
ment your staff on “The Pay-Off” 
column in ADVERTISING AcE. I am 
not a mail order man; but never- 
theless I read it with greater in- 
terest than anything else in your 
good publication. 

Are you, by any chance, plan- 
ning to reprint this column and 
publish it just as you did Jim 
Young’s Diary? If so, please put 
me down for one of the first 
copies. At any rate, is there a way 
for me to get tear-pages of this 
column right back to the begin- 
ning? 

RoLAND HAUCK, 

J. Walter Thompson Company, 

New York. 

[Editor’s Note: Sorry, no tear 
sheets of “The Pay-Off” are avail- 
able. We have no immediate plans 
for re-publication of the material 
in book form, If we continue to 
receive evidence that the material 
has permanent value, we shall 
probably want to do so.] 


First with the Noodles 


To the Editor: Every copywriter 
likes to scream “FIRST” whenever 
he sees one of his pet phrases or 
ideas used by someone else. But 
as sure as I do someone else, no 
doubt, will come along yelling it 
even more loudly. 

I refer, in this instance, to the 
Lynden “Oodles of noodles” ad re- 


oopies o' CHICKEN 


=2~h MORTON HOUSE Morton 
~ WU Makes it just like YOU would! House 


Condensed 
CHICKEN 
ANO Noopit 


QupP 
MORTON HOUSE (ecnen oop 


produced on Page 26 of your April 
1 issue ... and enclose proofs of 
my “Oodles o’ chicken and oodles 
o’ noodles” copy produced in Sep- 
tember of 1945. 
ROBERT SAVAGE, 
Buchanan-Thomas Advertising 
Company, Omaha, Neb. 


, we © 
Feed, Water and Rest 

To the Editor: I note with in- 
terest the March 25 items by Copy 
Cub, particularly the reference to 
butter, and also the item about a 
hog traveling across the country 
without changing trains. 

That sounds good, but I wonder 
if Copy Cub knows that on a ship- 
ment of California spring lambs 
moving from California to as far 
east as New Jersey or New York, 
these spring lambs are unloaded 


samenes 
the way YOU like it. Ask your grocer now 
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“All The Tools 


If You Wish to Sell to 


DEPARTMENT STORE 


ESS MAN’S 


The Stationery & 
Office Supplies 
Dealer 


the medium to use is 


THE MODERN STATIONER 
250 Fifth Ave. New York 1, N. Y. 


Loose Leaf - Carbon Paper & Ribbons 
Paper - Staplers - Inks - Adhesives 
Filing Supplies - Duplicators 
Typewriters - Adding Machines 
Lamps - Book Cases - Stamp Pads 
& Daters 
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from the cars at least five times 
for feed, water and rest. Some- 
times they are loaded back in the 
same car and sometimes not, and 
they never travel on the same 
train more than once. 

In the case of hogs which move 
either westbound or eastbound 
from the Corn Belt they also are 
unloaded for feed, water and rest, 
but as Copy Cub says, “who wants 
to be a hog” or even a lamb? 


EARLE G. REED, 
General Live Stock Agent, 
Union Pacific Railroad Com- 
pany, Omaha, Neb. 


- = 
Asks Reprint 
To the Editor: In the April 15 
issue of ADVERTISING AGE we note 
that a few reprints of your report 
on 1946 advertising and promotion 
plans of trade associations are still 
available. We would like very 
much to receive a copy of this sur- 
vey, aS our organization is most 
interested in public relation pro- 
jects and general advertising data. 
J. W. CunpDIFF, 
Manager, Credit Bureau Di- 
vision, Associated Credit Bu- 
reaus of America, St. Louis, 
Mo. 
T TF 


Promotion Was Heavier 

To the Editor: We were very in- 
terested in the article about Chi- 
Namel’s 50th anniversary (AA, 
March 25). 

The only quarrel we would have 
with your story would be in the 
final paragraph where you say “So 
far, Chi-Namel’s 50th anniversary 
is being promoted almost solely in 
‘Chi-Namel Dealer, monthly 
house organ.” 

Actually, the 50th anniversary 
is being played up to a greater ex- 
tent than that through all our di- 
rect mail, match pads and novel- 
ties, special inserts and displays. 

Thanks again for the fine story. 

FRANCIS E. NEMZEK. 

Advertising Manager, The 

Chi-Namel Paint & Varnish 

Company, Minneapolis. 


. + + 


Permission Wanted 

To the Editor: May we have 
your permission to quote excerpts 
from The Creative Man’s Corner 
of ADVERTISING AGE of March 25, 
1946? This article comments on a 
Felt & Tarrant ad, dealing with the 
old Strasbourg clock. It so hap- 
pens that this illustration came 
from our collection. Naturally we 
are proud to have made a modest 
contribution to this campaign and 
to see it praised by the expert’s 
expert. 

The Creative Man’s comments 
conform pretty much with our own 
belief that the archives of history 
are replete with incidents and pic- 
tures that can be used subtly and 
effectively in modern selling. 

O. L. BETTMANN, 

The Bettmann Archive, New 

York. 

vvwy 


Offers High-Octane Name 


To the Editor: In launching our 
new perfume which we modestly 
call Concerto, I couldn’t help 
thinking of the names the cosmetic 
boys and gals dream up for their 
perfumes. Every day in every 
way they are getting bolder and 
dirtier. 

Here is one I offer for free the 
next time they are in the throes 
of giving birth to some high-oc- 
tane toilet water: Just call it 
simply Matinec CALL. 

L. W. GOLDBERG, 

Advertising Manager, J. R. 

Watkins Company, Winona, 

Minn. 

+ * ¥ 


3,000 Canadians Study 


Sales, Advertising 

To the Editor: The enclosed 
copy of “Ad-Sales Events” issued 
March 22 has a marked paragraph 
or two on the back page which 


may interest you. 

The Club in Toronto now has 
over 800 memberships and under 
various organizations running out- 
side there are fully 3,000 people, 
soldiers being rehabilitated, and 
civilians studying advertising and 
selling, all sponsored, aided and in 
many cases directed by the Ad- 
vertising and Sales Club of To- 
ronto—really a young university. 

My congratulations on the con- 
stant high quality of ADVERTISING 
AGE .material—I would be lost 
without my opportunity to read it 
each week. 

PRATT KUHN, 

Advertising Director, Winni- 

peg Newspaper Union, To- 

ronto, Ont. 
= =. 


Grants Republication 


Rights to Australians 

To the Editor: Our Australian 
client, the K. G. Murray Publish- 
ing Company of Sydney, publishes 
a monthly pamphlet for advertis- 
ing men called “Newsman.” It 
contains news items of interest to 


Cetera 


ee Oe 


those in the advertising field and 
is widely read among Australian 
advertising men. 

They would like to incorporate 
apropos items from your publica- 
tion in their pamphlet, giving you 
due credit of course. This would 
in turn make Australian advertis- 
ing men more familiar with Ap- 
VERTISING AGE. Would you be 
agreeable to this arrangement? 

JERE BAYARD, 

Jere Bayard & Associates, Los 

Angeles. 

[Editor’s Note: We are happy 
to help give Australians news of 
marketing developments in this 
country. | 


7? Vv ¢ 

How About a Carousel? 

To the Editor: I enjoyed Copy 
Cub’s comment on Dymaxion 
house. I could suggest that you 
could hang on this horror Maj. 
Bowes’ old opener with liberties 
taken: ‘Round and round she goes 
and nobody knows where she 
comes out or where she goes in.” 

For that matter, maybe this 
Dymaxion thing is what we have 


been working up to—for aren’t we 
all a bit dizzy? 
HELEN R. CHURCHILL, 
Copy Writer, Mac Wilkins, 
Cole & Weber, Seattle, Wash. 


7 
A Few Available 

To the Editor: We should greatly 
appreciate receiving a copy of your 
survey of advertising agency 
profit-sharing and bonus plans, as 
mentioned in ADVERTISING AGE, 
March 18. 

SHIRLEY B. Lowrey, 
Research Department, Abbott 
Kimball Company, New York. 
[Editor’s Note: A few reprints 

of the agency profit-sharing and 
bonus plan story published in AA 
are available on request. } 

, fo, Me 
Cites Near Miss 

To the Editor: What a wonder- 
ful chance the juxtaposition editor 
of Collier’s missed in the issue of 
April 13! 

Just shift the right and left- 
hand pages 38 and 39 and you 
have the pitcher winding up on 
the left, the batter, catcher and 
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umpire on the right, and in the 
lower left-hand corner the little 
guy with the fielder’s glove all set 
to keep the ball from busting 
through his plate glass. 

The ball the pitcher has his eye 
on, incidentally, then has an ex- 
planation. The batter has just 
socked it. 

IRVIN BorDERsS, 
Los Angeles. 
v 


vy 
Astronomical 


To the Editor: In the March 
issue of Standard Rate & Data, on . 
Page 238, under the New York 
Daily News, the figure for circu- 
lation is given. The circulation, 
you'll be surprised to know, is 
40,000,661. That’s a typographical 
error, of course, and it should be 
about 4,000,000. Coupled with a 
number like 40,000,000, the 661 
looks sort of silly. Maybe you 
could conjecture on who those 661 
guys are. 

H. V. DRAYNE, 
Vice - President, Ketchum, 
MacLeod & Grove, Inc., Pitts- 
burgh, Pa. 


“If I was in your shoes and wanted a good time in 
the evening at low cost, I'd... 


Listen to ABC!" 


7m 


_ MANY leading advertisers 
are listening to the facts about 
ABC’s evening programs with their 
ears wide open—because they have 
discovered that ABC offers a greater 
value today than any other major 
network. Compare rates! You'll find 
that one network costs 43.7% more 
per evening half-hour than ABC; 
another costs 28.7% more. 

All this despite the fact that ABC’s 
fast-growing line-up of top-flight 
evening shows is getting more and 
more families to listen and keep lis- 
tening to ABC for their news and 
entertainment. The Boston Sympho- 
ny, Walter Winchell, Paul Whiteman, 
Lone Ranger, The Theatre Guild on 
the Air, the Quiz Kids, the Alan 
Young Show, Famous Jury Trials, 
Gangbusters—those are but a few of 
the shows that are helping to build 
a bigger evening audience for ABC. 

Today ABC has a potential eve- 
ning audience of Twenty-Two Mil- 


lion families from coast to coast— 
and this figure is climbing steadily 
as station facilities continue to be 
expanded and improved. ABC’s 198 
stations blanket practically every 
major market in the U. S.—an area 
which accounts for a lion’s share of 
the nation’s business. 


It’s because they can reach a rich, 
nationwide audience at lower cost 
and during good time periods that 
so many leading advertisers are de- 
ciding that ABC is their best buy in 
radio today. They know, too, that a 
good ABC time period bought now 
can mean a mighty valuable fran- 
chise for years to come. If you are 
looking for good radio time, have 
an ABC représentative tell you the 
whole story soon. 


7 REASONS 
why more leading advertisers 
sit up and listen to ABC 


1. ECONOMICAL RATES— Network X costs 
43.7% more than ABC per evening half- 
hour. Network Y costs 28.7% more. 

2. REACHES 22,000,000 FAMILIES, located in 
practically every major market in the U.S. 

3. EXPERT PROGRAM SERVICE available if 
and when you want it. 

4. EFFECTIVE AUDIENCE PROMOTION that is 
making more and more people listen to 
ABC. 

5. GOOD WILL — a nation-wide reputation 
for public service features that present 
all sides of vital issues. 

6.198 STATIONS— eager to cooperate in 
making every program a success in every 
way. 

7. PRACTICAL TELEVISION— program-build- 
ing on an economical basis. 


American Broadcasting Company 


A NETWORK OF 198 RADIO STATIONS SERVING AMERICA 
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LST SALES MESSAGE 


Vy covered, tH Co ud Herd 


Millions of sales messages are set 
adrift without definite bearings 

on position. 

So it’s not surprising that many are 
washed up on “desert islands”. . . 
pages that readers stay away from in 
large numbers. 


When that happens, the advertiser 
pays for results he doesn’t get. 


That’s where parade can help you. 
There are no ‘desert islands’’ in 
parade, because parade enjoys 
leadership in readership. Repeated 
surveys prove it. 


| Lz, 


parade stories are ‘‘motion pictures 
in print’’—exerting on over 3,000,000 
families, in 20 key markets, the 
compelling appeal of the screen 
combined with the lasting influence 
of the printed page. 


Let parade prove that leadership in 
readership assures better results 
for your money. 


Write parade, 405 Lexington Ave., N.Y.C.17 
135 So. LaSalle St., Chicago 3 

3975 Penobscot Bldg., Detroit 26 

or Keenan & Eickelberg, 

235 Montgomery St., San Francisco 4 

and 411 West 5th St., Los Angeles 13. 
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ERSHIP IN FEADERSWIP AT LOWEST 
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lhe Creative WUans Corner 


SPECIALIST OF THE HOUSE, NO. 5 


Time was when children’s clothes were 
navy blue or brown, colors that wouldn’t 
show dirt, and kids playing in the park 
hopped around like sober little sparrows. 
Children along the Mall today look more 
like a drift of flower-petals, violet, pink 
and hydrangea-blue, gay as a garden and 
warm as toast. The party responsible for 
this improvement is Flora Conried, mo- 
diste to minors, whose Tots’ Toggerie has 
just moved from its old quarters at 791 
Madison to its new home at Saks Fifth 
Avenue. 


Tots’ Toggerie, long known to New 
York’s solvent parents as the main source 
of perfect clothes for children, had its be- 
ginning one day when Flora Conried, 
aged eight, pasted her small nose against 
a Lexington Avenue window displaying 
a lady’s tan Eton jacket trimmed with 
green soutache. Flora copied the costume 
for her doll. Years later, widowed and 
worried about money, with a son to bring 
up (he now has a year-old daughter, a 
well-dressed girl), Mrs. Conried took 
night courses and taught embroidery and 
dressmaking in public schools. A friend 
said, “How dull being a teacher—teacher 
is always right!” So Mrs. Conried sub- 
mitted some children’s clothes to the 
Woman’s Exchange where their perfect 
workmanship brought so many customers 


You Ought toKnow . 


Last February the editors of Fortune 
faced a ticklish problem. For Fortune’s 
big April housing issue was going over- 
board; it was predicting that Richard 
Buckminster Fuller Jr.’s circular “dwell- 
ing machine” is “likely 
to produce greater so- 
cial consequences than 
the introduction of the 
automobile.” 


Would the maga- 
zine’s critical readers 
believe that Fuller’s 
house “is the house of 
the future?” Fortune’s 
art director supplied 
the answer when he 
suggested sending Ken 
Hedrich from Chicago 
to Wichita to photograph Fuller’s pilot 
model. And the editors affirmed his 
judgment when they telegraphed “con- 
gratulations” to Hedrich for his dramatic 
Kodachrome interiors and gave them 
“spotlight” display in their April issue. 
Herman Wolf, president of Fuller Houses, 
added his testimonial when he phoned 
“we’re in” after seeing “Bucky’s’” dream 
house in color. 


Actually it was no accident that Time, 
Inc., should turn outside its own large 
photographic staff for the most important 
architectural photographs ot the year. For 
a dozen years Ken Hedrich and his 
lively brothers Ed and Bill—all part- 
ners in Hedrich-Blessing studios—have 
enjoyed a virtual monopoly in photo- 
graphing the work of the Midwest’s out- 
standing architects. Whenever the work 
of Frank Lloyd Wright, Eliel Saarinen, 
the late Albert Kahn, Fred Keck, or Hola- 
bird & Root appears in print, the photo- 
graphs are almost certain to carry a Hed- 
rich-Blessing credit. 


So large was the Hedrichs’ share of the 
architectural photographic business in 
1945 that at least 51 covers and 2,500 il- 
lustrations in women’s magazines and 
building business papers carried their 
credit line. The bulk of these were in 
such standbys as American Home, Bet- 
ter Homes & Gardens, Good Housekeep- 
ing, House Beautiful and House & Garden 
in the magazine field, and Architectural 
Forum, Architectural Record and Progres- 
sive Architecture in business papers. None 
of the photographs contained “cover 
girls’; nearly all were such inanimate 
subjects as homes, living rooms, bath- 


Ken Hedrich 


that she opened her own shop on 45th 
Street, and soon progressed to Madison 
Avenue. 

Perfection comes high, and Conried’s is 
thought expensive by some, but Mrs. C. 
offers her own economies. No child can 
outgrow a Conried coat-pocket; pockets 
are lowered as the coat-hem is let out. 
One customer, a stranger, brushed aside 
such thriftiness recently when she ord- 
ered twelve complete outfits for twelve 
boys and girls aged from one year to 
going-on-thirteen. “Are these all for your 
own children?” asked Mrs. Conried. 
“Goodness, no,’ said the customer. 
“They’re just for some poor kids on a 
farm.” 

* * * 

If you think those three paragraphs 
were copied out of a column in The New 
Yorker, we won’t be surprised. 

Actually, they did come out of that 
most estimable of magazines. But they 
appeared in an advertisement, one of a 
series by Saks Fifth Avenue, and we have 
copied them off not only as a noteworthy 
example of the art of writing to an audi- 
ence but also because they have made 
us wonder again why we can’t ever find 
copy as bright as this in the general 
Magazines and in newspapers. 

It is hard to believe that an idea can 
only be driven into the average American 
mind with a mallet. 


e e Ken Hedrich 


rooms, gardens, industrial plants and the 
Army’s vast Oak Ridge atomic bomb 
project. Commissions from these maga- 
zines, from architects, and from most 
of the largest manufacturers of building 
products and furniture, gave the three 
Hedrich brothers gross fees running into 
six figures last year. A handsome figure 
for specialization in one branch of ad- 
vertising photography! 

Credit for foreseeing the possibilities 
in architectural photography, and for de- 
veloping them on a profitable scale, be- 
longs largely to Ken Hedrich—or more 
correctly to a vocational counselor, who 
suggested photography as a Career. 

Tiring of formal education before fin- 
ishing Chicago’s Senn High School in the 
twenties, Ken started a hotel career as 
a bellhop. By the time he had advanced 
to desk clerk he was 19, and passing for 
27. Not satisfied with handling routine 
registrations, he built his own card file, 
recording the birthdays, the favorite 
flowers, the room preferences, and the 
theatrical ticket tastes of the Stevens’ 
regular customers. (Some of his hotel 
“clients” later turned out to be his most 
important advertising photographic cus- 
tomers.) After hours he attended night 
classes at Chicago’s Art Institute. In- 
side was a creative urge; neither hotel 
work, nor his goal of advertising art, 
seemed to fill it. One day his father, 
worried about his apparent aimless direc- 
tion, sent him to a vocational counselor. 
Analyzing Ken’s selling aptitude, his 
technical interests and his artistic am- 
bitions, the counselor suggested pho- 
tography. In a few weeks the young 
desk clerk registered in the New York 
Institute of Photography. Returning to 
Chicago in ’29, he found that few 
photographers had openings for appren- 
tices. 

In 1930 Wesley Bowman, starting his 
own successful advertising illustration 
studio, gave Hedrich an opportunity as 
an associate. The team split in a few 
months, and Hedrich opened his own 
partnership with Henry Blessing. This 
partnership, too, was short-lived, Bless- 
ing choosing the stable prospects of il- 
lustration with Underwood & Underwood 
while Hedrich elected architectural and 
industrial photography—at a time when 
architects were broke, and construction 
was nil: 

Ken knew that there would be little 
direct revenue from architects. But he 


. . THE PAY-OFF . 


a 


also felt confident that he could capture 
a profitable share of the advertising bud- 
gets of building product manufacturers 
if he could photograph the best work 
of the architects and publicize them in 
women’s magazines and _ architectural 
business papers. 


Chicago’s Century of Progress in 1933 
gave Hedrich his big opportunity. Al- 
ready established as official Chicago 
photographer for Architectural Forum 
and other building papers, he soon built 
a valuable file of timely negatives of the 
Fair’s spectacular buildings. After seeing 
his photographs the Burlington Road sent 
him on tour with the first Zephyr stream- 
lined train. And the advertising man- 
ager of a large metals company, a for- 
mer Stevens Hotel client, gave Hedrich 
purchase orders for the year’s entire 
photographic budget. 


Once “in the black,’’ Hedrich upped his 
photographic rates to double those of his 
only Chicago competitors. Architects 
with limited budgets gave him only their 
best work, while Hedrich made sure their 
photos would be published by “merchan- 
dising” them to building material manu- 
facturers and publications throughout the 
country. Peak reproduction was reached 
in 1938, when 1,800 magazines, business 
papers, and newspapers published Frank 
Lloyd Wright’s dramatic “Falling Water” 
house, owned by the head of Kaufmann’s 
department store, Pittsburgh. This pic- 
ture, incidentally, was made by Bill 
Hedrich, junior of the three brothers now 
owning the firm. 


Ken Hedrich’s hunch that acceptance 
with architects would lead to acceptance 
with building advertisers proved sound. 
One large paint advertiser has, for 10 
years, based his entire campaign on white 
houses selected and photographed by 
Hedrich. A heating equipment manu- 
facturer has used several score Hedrich 
interiors annually for a dozen years. Two 
of the largest glass manufacturers and 
one of the largest electric companies rely 
upon the Hedrichs for the majority of 
their architectural interiors and ex- 
teriors. One of the largest building ma- 
terials manufacturers and a major 
branded furniture maker each commis- 
sion Hedrich to build from 35 to 175 
interior sets annually and to photograph 
them in color. 

Normally booked for six months ahead, 
the three Hedrich brothers and Giovanni 
Suter, their illustration associate, cannot 
fill advertisers’ current demands for orig- 
inal photos of homes. So they have de- 
veloped a substantial tailor-made stock 
print business from the 150,000 negatives 
in their files. For stock prints in adver- 
tising the Hedrichs ask, and get, up to 
$150 a print; of this part goes as a royalty 
to the architect who designed the build- 
ing, and ordered the original negative. 

Even for stock print business the Hed- 


Business Chart of the Week 


ESTIMATED RETAIL SALES OF PERFUMES, COSMETICS AND 
TOILET PREPARATIONS IN THE UNITED STATES 


richs follow an iron-clad rule against 
employing salesmen. With no salesmen 
ringing doorbells, the studio relies en- 
tirely on one form of publicity for its 
business. That is the Hedrich-Blessing 
credit line on photographs. If a publica- 
tion omits a Hedrich credit, it receives 
no Hedrich prints in the mail. Even ad- 
vertisers, not subjected to this form of 
salesmanship, have grown accustomed to 
inserting the Hedrich by-line in paid 
space. 

Now enjoying a volume of architectural 
photographic business that is approached 
only by two firms on the East Coast and 
one in California, Ken Hedrich bases his 
studio’s success on a simple formula. 


“Don’t make photographs, think them,” 
is his repeated advice to commercial 
photographers at their annual conven- 
tions. “And when you think them, follow 
through, and make them work. Photo- 
graphs buried in a file cabinet are a 
luxury. Photographs that work for your 
clients are a necessity.” 


Perhaps this credo of thorough mer- 
chandising and exploitation is the biggest 
factor in the Hedrichs’ success. For al- 
most never can a client buy Hedrich 
photos without getting a few free ideas 
tossed in. 


Once a large building company ordered 
several thousand dollars of interior set- 
tings to demonstrate “before and after” 
applications of its products in remodeling. 
Ken suggested, “Why not actually re- 
model a house, and make a research proj- 
ect of it.” The manufacturer’s top man- 
agement was lukewarm, but finally gave 
in when the photographer offered to buy 
the house, and take his chances on resale. 
When the remodeling job was completed 
the manufacturer had expanded his pho- 
tographic budget considerably, the house 
had been sold at a profit, and the adver- 
tising department had enough research 
material and “art” for a year’s cam- 
paign. 


Architects who used to stack beautiful 
11x14-inch in piles around their offices 
have learned, through Hedrich, how to 
garner pages of publicity in national 
magazines and roto sections. And, to as- 
sure follow through that will yield sales, 
the enterprising photographer has helped 
these advertising-shy “professional” men 
to develop sales portfolios as comprehen- 
sive as any on Madison avenue. If Hed- 
rich had his way, the architects would 
toss overboard their traditional aversion 
to hard-selling methods and become busi- 
nessmen in fact. It’s a tough job... sell- 
ing an entire profession on revising its 
code. Only Ken Hedrich would attempt 
it, and few besides him could succeed. 
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Jingle Contest 
Used tor New 
Pal Peanut Butter 


Chicago, April 23.—Martin Food 
Products has begun a 30-day 
jingle contest here to publicize 
the change-over from its old-style 
Pal peanut butter to Pal homogen- 
ized peanut butter. The promo- 
tion may be extended to other 
midwestern markets later. 

In 750-line insertions in eve- 
ning papers last Thursday, the 
company announced plans to give 
away 60 cocker spaniel puppies 
to winners who submit the best 
last line to a limerick about the 
“new peanut butter sensation.” 

Martin is also mailing several 
thousand postcards to housewives, 
offering a free jar of the new 
product through presentation of 
the postcard to grocers. In a full- 
page two-color ad in last week’s 
Food Mart News, Martin Food 
urged grocers to cash in on the 
promotion, urged them to ex- 


| change their old stock of the pea- 
nut butter for the new homogen- 
ized product and advised them 
that they will receive the full re- 
tail price of the jar for each post- 
card forwarded. The ad featured 
a self-addressed order postcard 
tipped in. 
Newby & Peron is the agency. 


New Curtiss Office 


Spencer W. Curtiss Company, 
advertising and industrial market- 
ing, has opened offices in Seattle 
under direction of David Pollock, 
former editor of Pacific Motorboat, 
for Miller Freeman Publications. 
Other Curtiss offices are located 
in San Francisco, Los Angeles and 
Indianapolis. 


Plan LeValley Brand 
National Promotion 


E. J. White, newly appointed 
president of Brisacher, Van Nor- 
den & Staff, San Francisco, re- 
ports his agency has been ap- 
pointed advertising representative 
for Western Frozen Foods Com- 


pany, Watsonville, Cal. Promo- 


tional plans include national ad- 
vertising of the new LeValley 
Farms brand for the company’s 
full line of fruits and vegetables, 
and sale of the Taku brand for 
institutional use. 

Mr. White is director of the Na- 
tional Association of Frozen Food 
Packers and _ vice-president of 
Western Frozen Food Processors 
Association. 


New Counselling Service 
Industrial relations for the small 
business man, retailers, and per- 
sonal service organizations, is the 
field of the newly organized Busi- 
ness-Builder Counsellors of Chi- 
cago, 38 S. Dearborn St. The or- 
ganization offers facilities for na- 
tional surveys, personnel evalua- 
tions and advertising. Fred A. 
Cutler is managing director. 


Gets Py-O-My Account 


Schwimmer & Scott, Chicago, 
has been appointed agency for 
Kitchen Art Foods Company, mak- 
er of Py-O-My Pie Crust, Rice 
Feast and other food products. 
Radio and newspapers will be 
used. 


The Reader’s Digest Abroad 


The Reader’s Digest Goes “Down Under” 


Stroll along Pitt Street, Sydney or Collins Street, Melbourne in July, and 
you'll find a new magazine on the newsstands— The Reader’s Digest, Australian 
Edition. This newest International Edition will be printed and distributed by 
Consolidated Press of Sydney, publishers of Australia’s famous ‘“Women’s 


Weekly.” Until more paper becomes available, circulation will be held to 100,000, but all 
indications including the widespread popularity of the British Empire edition, hitherto dis- 
tributed in Australia and heavy demand by Australians for good reading, promise rapidly 
expanding circulation as soon as production facilities permit. 


Six Continents, Eight Languages. 
Birth of Australian Edition brings to nine the 


total of Reader’s Digest International Editions, 
all of them (except the British edition) offering 
advertising space to American exvorters. 


xe 


Selecciones del Reader’s Digest. 
(Spanish) Published: throughout Latin America. 


Guaranteed circulation: 100,000. Distribution: Finland. 
Page rates: b and w, 


$325; 2 colors, $400. 
eeeee 


Det Basta ur Reader’s Digest. 
(Swedish) Published: Stockholm. Began: March, 1943. 
Guaranteed circulation: 250.000. Distribution: Sweden, 
Finland, Norway. Page rates: b and w, $550; 2 colors, 


=—_ 


Began: December, 1940. Guaranteed circulation: 


850,000. Distribution: 18 Spanish- 


speaking Latin 


American Republics and Puerto Rico. Page rates: 


b and w, $1600; 2 colors, $1840; 4 colors, $2400. 


aw 


Selecoes do Reader’s Digest. (Portu- 


$650; 4 colors, $885. 


Al Mukhtar min Reader’s Digest. 


(Arabic) Published: Cairo. Began: September, 1943. 
Guaranteed circulation: 125,000. Distribution: Egypt, 
Iraq, Lebanon, North Africa, Palestine, Saudi Arabia, 
Sudan, Syria, Transjordan. Page rates: b and w, $400; 


2 colors, $500. 


guese) Published: Brazil. Began: February, 1942. 


Guaranteed circulation: 


300,000. Distribution: 


Brazil, Portugal, Portuguese East and West 
Africa. Page rates: b and w, $650; 2 colors, 


$750; 4 colors, $975. 


al 


Det Bedste fra Reader’s Digest. 
(Danish) Published: Copenhagen. 
1946. Guaranteed circulation: 100,000. Distribu- 
tion: Denmark. Page rates: b and w, $325; 2 


colors, $400; 4 colors, $475. 


PAN 


Valitut Palat Reader’s Digest. (fiu- 
land) Published: Helsinki. Began: June, 1945. 


Yt 


The Reader’s Digest in Japanese. 
(Japanese) Published: Tokio. Began: May, 1946. 


Guaranteed circulation: 100,000. Distribution: Japan. 


Page rates: b and w, 


Began: March, 


$175. 


Talk to them in their own language. 
First essential in selling abroad is to talk your 
customer’s language. Advertise in the Reader’s 
Digest International Editions and you talk to na- 


tional leaders in key markets in their own lan- 
guage. Naturally, they prefer to read and buy in 
their own language, as you do in yours. For space 
availabilities write The Reader’s Digest Inter- 


York 18, N. Y. 


rational Editions, Inc., 500 Fifth Avenue, New 


Read by thinking people all over the world 
—IN THEIR OWN LANGUAGE 


| Negro 
| Negro 
/number by 300 white interviewers. 


Home Sales Gain, 
Pittsburgh Negro 


Survey Discloses 


Pittsburgh, April 24—A _ sig- 
nificantly higher proportion of 
homes owned by Negro families 
than was reported by the 1940 
Census was shown last week in 
results of a survey of Negro fam- 
ilies in Allegheny county. 

However, it was pointed out, 
the wartime housing shortage in 
the county, as well as in other 
sections of the country, resulted 
in an extraordinary activity in 
home sales to former renters. 
Thus, the survey seems to indicate 
that Negro families living in Pitts- 
burgh’s “Courierville”’ have been 
actively participating in this 
trend. The ultimate effect is seen 
as an even greater stability in the 
living and buying habits of these 
families. 

The Pittsburgh Courier, with 13 
editions and claiming the largest 
circulation of any Negro news- 
paper in the U. S., retained Sulli- 
van-Rayhawk, Pittsburgh market 
research agency, to plan and con- 
duct the study and prepare the 
findings. Copies of the 60-page 
book, in standard filing size, may 
be obtained by advertisers or 
agencies from Earl] V. Hord, busi- 
ness manager of the Courier. In- 
terviewing was conducted last No- 
vember and December, with 300 
households covered by 
interviewers and a like 


Occupations of the major wage 
earners ranged from service work- 
men, foremen and kindred work- 
ers and laborers, 55.7%, to crafts- 
ers, 16.1%; operatives and kindred 
workers, 15.2%; clerical, sales and 
kindred workers, 5.2%; proprie- 
tors, managers and officials, 4.1%; 
and professional and semi-profes- 
sional, 3.7%. The median annual 
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Mister—here’s an Easter 
break for good eggs! 


NYLONS 


MEN ONLY 


tuesday, the Hoth, ot 9:30 AM 
{0s long os they lex!) 


ww THESE 2 KAYSER SHOPS 


Hoe (ns | OTe 


BAWSER nosey + GLOVES + LINGERIE 
TO MEN ONLY—Ruth Le Bron, head 
of fashion publicity at Cecil & Pres- 
brey, New York agency on the Kayser 
account, conceived the idea of selling 
nylons to men only because she "wanted 
to see men get a chance to buy Easter 
gifts for their wives and sweethearts." 
Two Manhattan stores only were in- 
volved in the sale. 


income was $1,660. Those earning 
$3,000 and over amounted to 3.7%; 
$2,500 - 2,999, 7.5%; $2,250 - 2,499, 
4.4%; $2,000-2,249, 9.8%; $1,750- 
1,999, 17.9%; $1,500-1,749, 19%; 
$1,250-1,499, 12.6%; $1,000-1,249, 
9.8%; $500-999, 12.6%, and under 
$500, 2.7%. 

The study covers brand prefer- 
ence and point of purchase on 
bread, all-purpose and pancake 
flour, baking powder, cake flour 
and cake mixes, cereals, canned 
milk, baked beans, canned and de- 
hydrated soup, soap and soap 
powders, carbonated beverages; 
brand preferences only on beer, 
liquor and cigarets; ownership, in- 
tention to buy and point of pur- 
chase on mechanical refrigerators, 
electric washers, ranges, radios; 
make of automobile owned and 
how purchased; and brand of gas- 
oline used. 


__ THERES ony 
ONE WAY To REacu 


. SOUTH BEND CITY ZONE 


| SOUTH BEND MARKET 


| SOUTH BEND TRIBUNE 
ALL 5 CHICAGO papers combined 


SOUTH BEND TRIBUNE 
ALL 5 CHICAGO papers combined 


SOUTH BEND, IND. 


FAMILY COVERAGE 
116.8% 
24.8% 


67.4% 
23.3% 


| That’s the South Bend story! A great 
market — 372,000 people with $545,- 
000,000.00 effective buying income— 
and The Tribune saturates the market 
with the greatest evening circulation 
of any newspaper in any American 


city of up-to-110,000 people. 


| = Che 


Soulh Bend 


— « Cribune © 


NEWSPAPERS GET IMMEDIATE ACTION! 
| STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES 
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Al Browning Sour on 
Resistance to Program 

Washington, April 25.—Though 
he could hardly have turned down 
the type of offer he had from the 
Ford Motor Company, Brig. Gen. 
Al Browning admits that he leaves 
the Office of Domestic Commerce 
sour on the stubborn resistance, 
from Congress down, which crip- 
pled the type of program he feels 
business wants. 

Browning had some well - pub- 
licized differences with Commerce 
Secretary Henry Wallace, but he is 
particularly burned up at the 
Budget Bureau and the House ap- 
propriations committee which have 
trimmed the budget for current 
statistical work and other studies 
to about $750,000, from the $2,- 
000,000 to $3,000,000 Browning 
wanted. 

Originally Secretary Wallace 
had set aside $1,100,000 for the 
Office of Domestic Commerce, but 
Browning, with his plans _ for 
studies of incentive salary systems 
and tax and distribution cost re- 
forms, served notice on his arrival 
three months ago that he would 
have to come back for more 
money. 

The offer of the post of director 
of purchases for Ford was a top- 
notch opportunity which could not 
be passed over, whatever his situa- 
tion here. However, it obviously 
found the former Montgomery 
Ward and U. S. Army procure- 
ment official in a receptive frame 
of mind. 

* * oo 

The crusade by Commissioner 
Lowell Mason for reasoned, non- 
technical opinions to support FTC 
rulings wins strong support, but 
Mason damaged his stand by his 
buckshot blast at legal citations in 
the Manhattan Brewery case. De- 
spite his assertion that lawyers 
don’t look up citations and busi- 
ness men don’t know how, organ- 
izations such as the U. S. Chamber 
of Commerce feel they “assure an 
orderly legal history.” 

% * % 


Death of Chief Justice Harlan F. 
Stone deprives the Supreme Court 
of its top authority on patent law. 
Justice Stone wrote more than 
half the patent decisions handed 
down in the past 20 years, gen- 
erally narrowing the monopoly 
right of a patent holder. 

% * * 


More aggressive publicity, more 
sales outlets and more flexible 
methods of disposal are needed if 
the War Assets Administration is 
to liquidate $19,000,000,000 of sur- 
plus war property this year, pro- 
curement expert Howard Bruce 
told President Truman. The Presi- 
dent, in accepting the formula for 
doubling the present rate of dis- 
posal, expressed confidence that 
Lt. Gen. Edmund B. Gregory, go- 
getter WAA head, would turn the 
trick. 

* * co 

OPA’s best friend in Congress, 
Rep. Wright Patman, was in the 
embarrassing position this week of 
appealing to Reconversion Chief 
John Snyder to take the oil indus- 
try out from under price control. 
Patman, who with “Mike” Mon- 
roney fought to hold back the anti- 
OPA tidal wave in the House last 
week, complained that OPA people 
who insist that there is still a 


By STANLEY E. COHEN, Washington Edit 


shortage of crude are using “petty | 
lecturer’s arguments.” | 
* * * 

In addition to 1,600,000 veterans | 
drawing unemployment compensa- | 
tion, and nearly 400,000 others get- 
ting educational benefits, the Vet- | 
erans Administartion is helping to 
support 67,442 “self employed” 


. . | 
whose businesses are not earning 


at least $100 a month. Nearly 85% 
of the veterans drawing this GI 


Bill “subsidy” are engaged in 
farming, VA figures show. 
* * * 


Using the technique introduced 
in its “County Basic Data Sheets,” 
Commerce Department’s office of 
small business now offers “Metro- 
politan District Basic Data Sheets” 
sumarizing on a single sheet popu- 
lation, racial, housing, manufac- 
turing, agricultural and trade facts 
for each of 87 areas in 34 states. 
Though 1939 and 1940 figures are 
used, Commerce expects that they 
will be useful to manufacturers, 
distributors, trade associations, in- 
vestors and others planning sales 
campaigns and business expansion. 


Noma Electric Forms 
Chicago Subsidiary 


Noma Electric Corporation, New 
York, has formed Oxford Radio 
Corporation, a wholly-owned Chi- 
cago subsidiary. The new com- 
pany results from purchase by 
Noma of the manufacturing facili- 
ties and inventories of Oxford 
Tartak Radio Corporation, maker 
of radio speakers. 

John A. Proctor, formerly of the 
Army air forces, is president of 
the new company. Before the war 
he was president of Noma’s Cana- 
dian branch; chairman of the 
board, Noma Electric, London; and 
president, Polarized Products 
Company. Robert Adams, former 
general manager, Oxford Tartak 
and Cinaudagraph Speakers, is 
vice-president and general man- 
ager of the new organization. 


WDUK Joins ABC 

WDUK, Durham, N. C., on June 
1 joins the American Broadcasting 
Company, becoming the network’s 
204th affiliate. Owned by Couch, 
Campbell & Lancaster, WDUK op- 
erates on 1,000- watts daytime 
power, 1310 kc. 


Jimmy Proof Lock 
to Get $25,000 


National Drive 


New York, April 24.—“No Segal 
jimmy proof lock has ever been 
jimmied in 35 years of use,” claim 
small ads run recently in New 
York newspapers. 

Forerunner of a $25,000 annual 
national newspaper and outdoor 
advertising campaign, the ads are 
testing consumer reaction to a 
brand-name lock. The lock is 
made by the Norwalk Lock Com- 
pany, division of Segal Lock & 
Hardware Company, New York, 
which reconverted to peacetime 
production of locks five months 
ago. 

Made of solid bronze, which 
cannot be broken, and built on a 
patented hinge process which can- 
not be pried apart, the lock retails 
for about $5.50-$6. 

Main theme of the advertising is 
the confidence motive, to guard 
“loved ones and valuables,” and 
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the outdoor promotion will picture 
a burglar foiled by the jimmy lock. 
Friend Advertising Agency, New 
York, handles the account. 


Gillette to Sponsor 
Louis-Conn Bout on ABC 


Gillette Safety Razor Company, 
Boston, which sponsors Friday 
night boxing bouts on the Ameri- 
can Broadcasting Company, will 
sponsor the Joe Louis-Billy Conn 
fight on June 19 from New York’s 
Yankee Stadium on ABC. Includ- 
ing supplementary stations, out- 
lets will total more than 250 in the 
U. S. and Canada, in addition to 
shortwave presentation throughout 
the world. 

First boxing broadcast Gillette 
ever presented was the first Louis- 
Conn fight on June 18, 1941, from 


the Polo Grounds. Agency is 
Maxon, Inc., New York. : 


Habegger to Bryant 

O. Fred Habegger, formerly 
with the sales department of 
Standard Register Company, Day- 
ton, has been appointed manager 
of advertising for the Bryant 
Heater Company, Cleveland. 


IN WASHINGTON 


they buy It wuen it’s 


ADVERTISED 


THE STAR 


Postwar Washington is the Nation’s most 


inviting “‘more-for-you” market. More people 


(actually more now than during the war) to buy your 


products. More money on hand to pay for them. And more 


(40° more Evening; 44% more Sunday) dependable, 


sales-making 


by 1950! 


Star circulation to help you get your share. 


he Evening Siar 


WITH SUNDAY MORNING EDITION. 


WASHINGTON 4, 


tenes 


"MEAT FOR MARKETERS 


According to latest estimates, based on 
Census Bureau findings released in Feb- 
ruary 1946, population of ‘The Wash- % 
ingtor. (D. C.) Metropolitan Area as \ 
of December 1945 was 1,361,000. That is 111,000 
higher than expected and 11,000 higher than predicted 


NEW YORK e DAN A. CARROLL 
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CHICAGO e J. E. LUTZ 
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Estimates Retail, 
Food, Drug Sales 
for 219 Cities 


(It adjoining columns ADVERTIS- 
ING AGE presents estimates of total 
retail sales and food and drug sales 
for 219 cities, based on projections 
by the research department of 
Sawyer - Ferguson - Walker Com- 
pany, newspaper representative. 
Following is an analysis and ex- 
planation of these figures by W. F. 
Gilbert, research director of 
Sawyer-Ferguson-Walker.) 

The sales estimates published 
herewith are an extension of a 
study sponsored by the Atlanta 
Journal and developed by the re- 
search department of Sawyer-Fer- 
guson-Walker Company, newspa- 
per representatives. 

Investigation has disclosed that 
while volumes of retail sales, in 


different cities, may fluctuate vio- 
lently during a depression and dur- 
ing a war period, the percentages 
of retail sales to the national total 
vary only slightly. 

The figures below represent pro- 
jections of prewar trends in each 
individual city listed. The retail 
volumes for each city have been 
adjusted to 1945 retail price levels. 
It is more important however to 
remember that the potentials of 
the various cities, expressed as 
percentages of the national total 
are correct within a narrow margin 
of error. Whether the dollar vol- 
umes shown are correct or not will 
depend on the degree of price in- 
flation which will occur between 
1945 and the end of 1946. 

These 219 cities have fallen from 
55% of the national total of retail 
sales in 1929 to 49.8% in 1946. This 
is in line with the process of de- 
centralization which has been go- 


ing on across the nation for many 


years. The rural areas and the 
cities of less than 50,000 popula- 
tion (many of which are suburban 
to the large cities) now account 


ee a ees 


for over half the retail sales of the 
nation. 

In examining the food and drug 
sales potentials of various cities it 
will be found that many have 
higher or lower percentages of 
food or drug sales than they have 
of total sales. While it might ap- 
pear that a city with a higher per- 
centage of food sales might be 
a better food market, this is not 
necessarily so. Increases in indi- 
vidual buying power are revealed 
by the amount of total retail sales. 
Where buying power per capita 
has increased at a faster rate than 
population, the proportion of food 
sales to total retail sales will tend 
to decrease. 

Billions in Sales Shift 

Important shifts in buying power 
have taken place during the last 
17 years between different groups 
of cities. One hundred and fifty- 
six cities have increased their per- 
centage of the national total of re- 
tail sales between 1929 and 1946— 
a gain of $3,151,000,000 for these 
cities. Sixty-three cities have lost 
in their percentage of the national 


/ e KNOW WHAT 
THAT 1S? 


It means that 3 out of 4 
of America’s 39,000,000 
young people between 8 
and 20 years old call 
Comics Magazines 
their favorite 
reading! 


influence — is 


Each Fawcett Comic is built 
by a notable board of editors 
aided by a consulting group of 
America’s leading child educators 
and psychologists, under the 
direction of Mrs. Sidonie M. 
Gruenberg, Director of the Child 
Study Association of America. 


e Call or write and ask to see “Brand Preferences of Young Americans,” a study based 
on over 5,000 personal interviews, uninfluenced by parents, in 41 urban areas coast 
to coast, prepared for Fawcett Publications, Inc. by Stewart, Brown & Associates. 


d. YOUR TIP 


on reaching these 

3 out of 4 young 
Americans — with 
the millions they 
spend themselves and 
the additional millions they 


the Comics Magazines. 


Deoige educators 
to advertise in 


4. BY THE WAY, 
a staff of leading American editors and 
Fawcett Comics Magazines. They are a 


good influence on the more than 
4,400,000 buyers of every issue. 


ve +. si . 
Yes sir-lma social force” 


supervise every word of 


Captain Marvel 
Master Comics 


FAWCETT COMICS GROUP 


4,493,178 ABC Circulation, 2nd 6 Months, 1945 
Captain Marvel, Jr. 


Captain Midnight 
Fawcett Publications, Inc., 
295 Madison Ave., New York, N. Y. 
World's Largest Publishers of Monthly Magazines 


Whiz Comics 
Wow Comics Funny Animals 
Don Winslow of the Navy 


total to the extent of $2,225,000,- 
000. This means a shift in poten- 
tial of over $5,000,000,000 between 
groups of cities which are gain- 
ing and those which are losing in 
their percentages of national sales 
dollars. 

The figures below show the rela- 
tive importance of the 219 most 
important cities in the nation as 
of the year 1946. The shifts in 
buying power which have taken 
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place during the past 17 years are 
of a continuing nature. Advertis- 
ers will find more and more of 
their potential in smaller cities as 
time goes by. The American na- 
tion in approaching maturity will 
experience a wider distribution of 
individual buying power and fu- 
ture advertisers will find it neces- 
sary to widen their advertising 
coverage in order to obtain true 
national coverage of buying power. 


1946 RETAIL SALES AND PERCENTAGE OF U. S. TOTAL 


As Indicated by Projections of Prewar Retail Sales Trends 
All Sales Figures Are in Thousands of Dollars 


Total % U.S. % U.S. 

Retail % U.S. Food Food Drug Drug 

Sales Total Sale Total Sales Total 

1946 1946 1946 1946 1946 1946 

$ $ 

ON, SE. og ch 5k ewe wuss.’ 86,425 .105 21,287 -101 2,652 .084 
pe ee ee Sere ore 60,621 .074 18,547 .088 1,673 .053 
CO Se : See eee 37,595 046 8,641 041 1,358 .043 
ee Eee er ee 820,005 .996 150,904 .716 32,170 1.019 
TerOcetem, MAG. 2... cccccscesc 68,255 .083 14,332 .069 2,178 .069 
CUMOETIENO, BERGE. «nc ccccccccs 84,543 .103 25,291 .120 3,599 .114 
og WR ae eer 79,998 .097 22,551 107 3,094 .098 
OTs SOMES 55506 vesce save 32,262 .039 10,116 .048 852 -027 
CE, SN ceca bbcaob ewe 40,794 .050 11,170 .053 1,705 .054 
Te WEONOS, FARM. ci ceccecscecs 62,953 076 15,175 072 2,810 089 
rae 75,194 -091 23,994 111 2,052 065 
NS, PRY 5.6 © 60:5 Ve wee ceseeess 75,902 .092 22,973 109 3,473 .110 
rer ree ee 37,045 045 12,646 .060 2,115 -067 
pO eee ee 28,263 .034 9,283 .044 1,736 055 
New Bectord, Maas. ......20060% 71,503 .087 21,498 102 3,031 .096 
POO, BOM, cect tecccens 39,128 048 17,072 081 2,873 .091 
NN ss EL. 5.5 9 999: 4:4%0 9198 es 76,861 093 25,291 .120 3,315 .105 
OUNOEVEES, BOOM oes teenecce 48,254 .059 18,758 .089 2,052 -065 
WOTINGNON, BNR, cies tcccsce 148,934 181 35,197 167 6,314 .200 
WOPCUECE, BEBMB, 2 ccc ccccccice 183,117 222 48,686 231 5,651 179 
Total 17 Mass: Cities......... 1,973,011 2.396 484,337 2.299 79,020 2.503 
PreviGence, TR. Tiki icascccas 232,067 -282 51,215 243 10,837 .329 
Py ka | A eer ener areca ae 70,953 086 15,807 075 3,378 107 
Total FF. Fi Clee. 2 iis dacs 303,020 368 67,022 318 13,765 -436 
BeUIMONOre, COBH, <2.0.00s088s ee 145,185 176 36,461 173 5,304 168 
a 202,888 246 48,646 231 7,577 240 
NOW DPHAM, CORN... .06.cc0es 57,051 .069 12,224 .058 2,147 068 
ew MOTO, COMB. ccacdccwees 162,476 197 32,246 153 7,419 235 
Waterbury, CORN, 1.46 c008.805 86,698 .105 24,659 kau 4,578 .145 
Total § Conk; Cities... ....2.:% 654,298 .793 154,276 -732 27,025 -856 
CS ue: Ge eo EE 108,732 .132 38,569 .183 3,883 -123 
Bimenamton, Ne. Yiik.ccccsicwcx 71,107 086 18,336 087 3,094 098 
PS Oh Gs ce ees «0% noes 464,920 565 130,460 .619 16,574 5.25 
moent Vernon, NM: Vii. cccss. 74,836 091 27,188 129 2,305 .073 
New Rochelle, N. Y.....600.. 67,458 082 14,964 071 1,926 061 
New York City, N. Y...¢....++5, 870,807 6.523 1,424,316 6.758 145,759 4.617 
eee 74,663 .091 21,498 -102 2,589 .082 
DEG Se Ease pceataeeee 333,441 .405 83,039 .394 12,375 392 
Ph Me Chek ss ee kiana eae ee 21,470 026 6,112 029 568 .018 
OMENS 26 Baiicinswce nas 82,186 .100 23,184 .110 3,599 .114 
a, et SR ee 210,717 256 59,856 .284 6,882 .218 
me, Dew Wis eiadeen Sicews vee 58,582 O71 19,390 .092 1,642 .052 
a a SS Seer eee ee 73,880 .090 24,448 -116 1,481 047 
PN Ts. OB v5.8 6 604.4 54S 116,214 141 49,950 237 3,473 -110 
Tetal 14H. Y.. Cites. sc... 7,129,103 8.659 1,941,310 9.211 206,150 6.530 
RITAS CMI, A. Pci ciccsees 81,538 099 19,179 091 3,473 110 
SS OR errr ere eres 44,661 .054 16,439 078 1,294 041 
Ae eee ere 95,780 .116 22,973 .109 2,399 O76 
meet SPONe TN. Disc cckecies 50,890 062 13,699 065 2,494 079 
ROOMY, Iis- Wes cd ct nccgeesesss 68,644 083 20,092 095 1,274 040 
PENS WS) dl i 5/6.5.0:6.8.4 9009 48s 34,615 .042 14,121 067 884 028 
oo ear ae en eee 41,813 051 14,332 068 1,579 .050 
ees, Sa ee ee te 184,055 .224 62,596 .297 7,577 240 
OP aa eer ee eee 481,511 -585 89,784 -426 18,942 600 
Cg: SE rer er ee 66,188 .080 16,018 .076 2,273 072 
oa SE SI ee rr 132,731 .161 43,206 205 4,420 .140 
I AIS AN a 5.6 4.6 0-48. 0. 08 eae 133,520 -162 34,354 .163 4,704 149 
RIM SONS. Tic Date cieecee ees 58,053 071 14,753 070 3,252 103 
Total if NWN. J. Cities. ......: 1,473,999 1,790 381,546 1.810 54,565 1.728 
WtRinGton, DOL icc isccccacss 132,280 .161 35,408 .168 5,272 -167 
po ee reer eee re eee 732,592 .890 197,904 .939 29,360 930 
ek a ARs Ae 747,921 908 187,366 .889 49,123 1.556 
pS eS , Perr rr ree ceri 100,567 -122 23,184 .110 2,904 092 
ro ES eee eee ee ee 61,356 O75 19,179 091 2,084 066 
RCRIOMO, FEC fects srseess 46,198 056 15,807 075 2,747 O87 
CoE, PPE 66.06 6:6 409045 6:4.50S8 59,276 072 14,332 068 2,526 .080 
ee a a ire es 35,614 .043 10,116 .048 1,768 .056 
NS A er eeee err ere errr 93,573 .114 27,188 .129 2,462 O78 
PORPTINUOTE, FE. vic icivcavseds 101,949 .124 22,130 -105 6,282 .199 
SOMNMCOWN, FA. 6giccectcesees 73,133 089 18,547 088 2,241 O71 
pC re ee 76,582 093 12,013 057 2,936 093 
PECHOONDOTE, PO. vcccescecnses 58,373 O71 18,758 .089 2,620 083 
SEI, FO. steve wwcdas 1,354,867 1.646 334,265 1,586 55,563 1.760 
WICCU OE, BOs bs dosssvsrenees 653,094 793 162,707 772 26,582 842 
POOH, By csasvecvdcceseses 92,015 112 25,713 122 3,473 110 
DUERMO. PR si ois vessviaasss 82,917 101 27,820 .132 2,652 084 
Wilkes-Barre, Pa. cisscccccses 67,354 082 17,493 083 2,147 068 
Bete BM. cree taceidcvccssscese 93,089 064 11,170 053 2,052 065 
Total 16 Pa. Cities..........3,009,957 3.657 760,422 3.608 121,039 3.834 
Total 73 Cities—The East. .16,340,822 19.847 4,258,066 20.204 591,002 18.720 
BOGE GI. Neha aii te ceases 184,322 224 63,112 252 6,125 -194 
GRMEGR, SIO sccccccscccscase 105,052 128 24,659 117 3,062 097 
ae ee ee ee 409,534 497 108,331 514 14,838 470 
eI. SEED Sob otk ccevesse 755,916 918 178,935 849 25,130 796 
Cleveland Heights, Ohio...... 37,864 046 19,390 .092 3,410 .108 
COPUMINGE, COD 2s ccicvccccacs 326,047 396 79,667 .378 10,702 .339 
EO, SOU wes ccaves revesus 211,974 .257 50,372 .239 7,829 .248 
BeettOS, GIO cssircrccscces 34,868 042 9,063 043 1,421 045 
Lakewood, Ohio ........c.ee0. 45,958 056 11,170 .053 2.715 O86 
Middletown, Ohio ............ 26,932 033 8,009 038 979 031 
Byeringherd, GRO ....icscesess 55,159 067 17,072 081 2,336 .074 
DM SI sas cdccacisceucee 233,425 284 59,434 282 11,744 3872 
TOURGROWH, GRO .ccccccsccee 154,789 188 36,251 172 4,736 .150 
Total 13 Ohio Cities.........2,581,840 3.136 655,465 3.110 95,027 3.010 
East Chicago, Ind...........-. 24,882 030 7,377 .035 1,200 .038 
eek eee 100,425 .122 20,233 .096 * 6,282 .199 
Pee WRG, BOGS 66s ccasccves 112,628 187 21,076 .100 5,114 .162 
ME, DEE: S50 geese dad ed od0 5, .116 20,865 .099 2,841 -090 
Hammond, ING. ..cssscssceses 97 078 13,489 .064 1,547 049 
BPMGIRMAPOlIS, TING. 2c cicccesccs 389,647 473 70,815 .336 22,573 715 
South Men, ING ..cccccviscces 96,945 118 22,341 .106 3,820 121 
Terre TRO, Wei cicwcssies 64,590 078 16,439 .078 2,904 .092 
Post 6 Ine, Cithes.< 26 cccias 948,937 1.152 192,635 .914 46,281 1.466 
ChMisewe, BW. occ civsicsiccsescs BORG CTS 3.504 460,300 2.184 108,285 3.430 
CS. By. 08 bbs Few KEN Cea 31,073 .038 8,641 041 1,926 061 
le A Sere re ee ere See ee 67,711 082 12,013 057 2,115 067 
PE es EO, Ble ckiscnccsass 54,354 066 10,749 051 2,210 070 
eS See seers se ee 79,881 097 19,811 094 2,652 084 
SEE. “WR seek c take essareses 41,847 051 8,009 .038 1,389 044 
NE Rae eee are 79,489 097 20,654 .098 2,210 .070 
PS cieditbedasevatecaeeas 121,748 148 27,399 -130 4,704 .149 
PG, Beles. st secceSévcseses 92,450 112 20,233 .096 3,346 .106 
a eee ee 38,178 046 8,641 041 979 031 
ey a | Se oa 87,999 107 15,807 .075 5,177 164 
Total 11 Ill. Cities..........3,579,703 4.348 612,257 2.905 134,995 4.276 
Dae Cue). BRIGRs «occ scvtrviess 47,088 057 10,749 051 2,589 082 
ee ee See ee 56,344 .068 12,013 057 2,715 O86 
SOY 0 idee 6 be Che eees 1,243,623 1.510 253,544 1.203 76,999 2.439 
i, — i rrrrerrercir 134,773 .164 37,094 .176 7,672 .243 
trand Rapids, Mich........... 165,997 -202 36,672 .174 8,997 285 
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Advertising Age, April 29, 1946 
re es ie } ait me a . P 
is- etait % U.S. Food ocd Drug ae Retaht % U.S. Food 4e/ Drug yee Famine Added to List 
8 Total Sal Total Sales Total Sales Total Sale Total Sales Total . H 
- Cyr CYT TY YT TTT mae meade dvs tgse 1946 | OL Council Campaigns 
a 1946 46 1946 94 . Panga r ee 
$ 3 $ e vertising ounci as 
‘ 9| Tacoma, Wash. ............... 116,818  .142 25,080 119 4,041 128 : 
= Misniawa Were, MWh. 2.2... s8201 08s, 1s0e7 esa? oko] —|under way or in preparation 15 
vill : ich. ......:+.22. 22. 60,000 .073 11,808 1056 2,241  1071| Total 3 Wash. Cities........ 634,569 = 771 «182,146 627 714|continuing public service cam- 
Ss MEO .b5 cet esses st = i as 7 a 4 
i . 089 122 077 ; “1s P 
of ae me eG ears: es 979 103 19.179 091 4136 131] Portland, Ore. ....... seen Ges: 348,940  .424 78,403 372 _3gg|Paigns as of April 15, two more 
fu- Pontiac, Mich. .............1. 60668 074 20.654  .098 1610  .051| Berkeley, Cal. |.............. 69,934 085 21,498 1102 ‘324|than those listed Feb. 1 of this 
eS- Saginaw, Mich. ..............- 68,293 083 18,336 087 4,672 566 LMI, IIE | 668 0 okies econ 104,383 127 19,179,091 2 102] year (AA, Feb. 18). 

‘ ee REN es ed etsy 103,409 .126 30,771 146 7 086 dditi i: ae E , 
ing Total 12 Mich. Cities 2,098,401 2.548 458,403 2.175 118,008 3.738| Long Beach, Cal.............. 177,590 216 44.049 209 5.8 ‘186 | _Additiona Tives are mer 
ne oi ja a an ac al aka Los Angeles, Cal.............. 1,575,176 1.913 381,476 ~—-1,810 50,259 1.592|8ency food collection, to collect 
er I NU kine canes vanes 82,610 .100 17,915 —_.085 4,830° .153 pe pony nal — wesesencescecos pg RR rere — ae “493 |canned. food for Europe and Asia 

; a tahoe se rsesss ig Ot ar cs )6 6 en Clk ............ Sean See 36.461 1173 9,724 30s |4n Cooperation with UNRRA, with 
Bee, Mes St ratisnererees pig i Mi > oa Pest. . “ain bAeee WE WBE sacs. a sc cs 184,528 1224 435417 206 6,535  .207|Gordon E. Cole, Can Mfrs. Insti 
AL a NNR —— — = peered |e ~~ a albert ovate iss ahait “tog ea88 1021 | tute, as coordinator, and Famine 
Total 2 Wik: Cities... 265.555. 693,566 842 195,375 927 27,056 g57 | San Jose, Cal...........-....6. vuwee ted paged -106 3,22 ‘102 | emergence campaign “to bring 
Santa Monica, Cal. .... 0.6.6.6 70,938 086 17,072 081 2,399 076 ae . 
, , . cat ROMRIOM, OWA 565 vba kdew. sce 62,305 076 15,175 .072 2,368 075 |to the public’s attention the acute 
ae 85,449  .104 21,498 = .102 4,041 128 __15,175 i 1045 : 
.S. i is, Mi 0,714 608 119,079 1565 23,204 1735 mn rere <  aikae oe: ,, food needs abroad and to urge the 
aig om gag» Wage pring as a . “ss Total 13 Cal. Cities.........: 3,831,532 4.655 953,689 4.525 139,904 4.432 , : 
ora SE; POW, DOS 5 oe 08s 5 scive 312,634 380 76,084 361 11,334 359 ‘ : sic = _e _*48°| sharing and saving of wheat and 
ota a6 s e - . ec - - ” ; ; 
: | s—Pacific...... ,815, BE »164,238 0.52 5, 5.8 7 rs. 
946 Total 3 Minn. Cities......... 898,797 1.092 216,661 1.028 38,579 1.222] Total 17 Cities—Pacific WEES OCL ECHO 1,108.888 = S.ENE  STEOIS 8.886 gt gh teal Peis > lh 7 
i Se Meroe ,018, 819 9,567,727 5.397 ,665,762 52.762 ehtee af pe . 
oe Cedar Rapids, Iowa........... 70,436 -086 12,646 -060 4,420 140 Total 219 Cities—U. S. 41,018,818 49.81 9,567,7 45.39 1,665,76 52.7¢ poration. Benton & Bowles is vol- 
o Council Bluffs, Iowa.......... 22,140 .027 68 027 +57 a ‘ 
043 Davenport, Iowa ............. 66.587 081 16.439 078 2.810 089 unteer agency for both campaigns. 
019 Des Motnes, Towa......5.2..++ 149,861 .182 25,928  .123 6,724 213 " . : ; 
.069 Sioux City, Iowa............00 82,802 101 17,072 .081 3,283 -104| Form Commerce Group able advertisers to place a single - 
114 WeETIOG, BOWER. occ c cececcce 58,796 O71 11,803 056 2,715 O86 " plate with the company. Electro- = 
= Formation of the Commerce ii h THE = 
027 Total 6 Iowa Cities......... 450,622 548 89,542 425 21,531 6821 Gq, eat 4 “charter type duplicates are then supplied ‘ : 
.054 oup, composed of ten to individual bg eh 
” O individual members by the com- 
089 Kansas Clty, BO. ...i0<s0cce%. 357,234 .434 72,923 346 28,104 s90|member” chamber of commerce hich bill yen tir 
065 a he Oe 48,336 059 =—--10,995.052 3,694 117 | magazines, is revealed by Sheffield|P@%y, which bills advertisers or JEWIS 
-110 Si, PANU, Mea esca kau danse ess 593,931 721 124,348 590 21,973 696 | Ag ee Cc ~|their agencies directly, distribut- 
067 Springfield, Mo. .............. 48,086 1058 9,273: 1044 3.378 .107| Advertising Company, space rep-|' 4 ™ 
055 ——.- -——|resentative of Rochester, N. Y.|/!ng payment to eac member 
‘a Total 4 Mo. Cities.......... 1,047,587 1.272 217,539 1.032 57,149 1.810] Al) magazines in the group are|based on individually published aneneae 
+105 Se er 35,957 044 5.480 026 1,072 .934| mechanically standardized to en-| rates. INDIANA 
-065 Sine Walle Bi. Daiecss. cus evs 45,344 055 9,063 0438 1,389 044 
-200 Bihan GME, 4 hobo acisess. cos 62,046 075 16,861 080 2,283 104 
179 OMIhE ME Si eihss ste snes 185,661 225 48,896 .232 9,439 299 
503 Total 2 Neb. Cities......... ~ 247,707 300 65,757 .312 12,722 =.408 
-329 Kansas Clty. Kani: ..6.000%s- 67,832 082 17,704- — .084 2,936 093 
107 PONG, TE 65 cidisecawitieewars 57,792 070 12,435 059 2,462 078 
—— WR WO boss nekecasia's 84,791 103 17,282  .082 4,104 130 
436 _ éeindien ia scouaaa 
Total 3 Kan, Cities.......... 210,415 255 47,421 225 9,502 .301 
168 
240 Total 68 Cities—The Mid- 
068 Wi GRVN cs che ean ORE 12,838,876 15.592 2,765,598 13.122 663,310 17.843 
1235 
-145 Newport News, Va........ 37,546 046 8,641 .04 1,263 040 
= OE once cdauavanessas 123,319 150 26,767 127 7,387 234 
856 Portsmouth, Va. ............. 34,801 042 11,170 .053 1,642 052 
RACHMONG, VAs" cicaicccvccesese BBB, 764 272 48,896 .232 11,207 355 
1238 RGMRONS,, Wi si0560005505%35% 69,326 O84 14,964 071 3,157 100 
.098 rate scingplael. ‘lbh aiemaitlateaes Chemie 
5.25 Total. 6. Va, Cities. .......... 488,756 594 110,438 524 24,656 781 
073 | 
061 CRROREOR. Ws. Weis decces eee 86,985 106 17,915 O85 3,315 105 
617 Huntington, W. Va........... 59,767 073 10,749 051 2,368 .075 
082 WheeHne, Wi. VOis doc bskccuss 51,666 063 11,381 054 2,683 O85 
392 Saiiabaiatiianle. “sais sites Dindiinsmanniis:  ‘igilpaiiadainaae’. ~~ “apie loactalatiaateinms nals 
018 Total 3 W. Va. Cities....... 198,418 242 40,045 190 8,366  .265 
(114 
-218 Asheville, N. C.........0- seve 08488 064 13,910 066 2,431 077 
— CRs, BG. os cicsereicses 106,586 129 16,439 078 4,073 129 
047 2) es, i: RUIN Reese eta e 54,435 066 8,852 042 2,368 — .075 
110 APOONEUGLS, TEs Gs in. 5s os scenes 56,868 069 10,960 052 2, 368 75 
. 530 Winston-Salem, N. C......... 55,854 068 10,749 051 2,526 080 
0 Pee es as quemesenenatntets 
Total 5 N. C. Cities......... 326,168 396 60,910 .289 13,766 436 ; outs ts . *¥ 
-110 Charleston, S. C.............. 63,152 .077 11,170 .053 3,725 .118 Z 
pets Garmeta, BG. Cecicccsae vicnen 72,654 ORS 11,381 054 2,652 084 
‘ es sd en —E—E — — + 
pi Total 2° 8. GC. Cittes......45. 135,806 165 22,551 107 6,377 .202 5 WVE 
+4 WA MR, a iSeediacrineinis 331,149 402, 49,739 «236 18,070 414 % \) 
cae a ea rer erp ee 16,709 .057 10,116 048 2.138.087 B, 
a CE, MOR. 8ekscceser noes 49,496 061 38 5 5 05 cy : 
pa a Serer ere 47,440 058 12,646 = .060 1,484 047 4 "a : p : Pah, ieee 
rei Savannah, . ae een 72,858 088 20,654 089 2,278 072 2 a : this — because of its unique method of distribution 
A 0 ee a ae a Sis 3 See a eee a £ ee - oe E . . . . . . e “4 
a4 Total 5 Ga. Cities.......... 547,652 665 104,536 496 20,521 650 C 0 OR A 0.0 : through circulation paid for by industrial distribu 
cons Jacksonville, Fl 161,977.19 24,775 165 8.113.257 | o tors. Its “circulation staff” is the 1,350 salesmen of 
e Jacksonville, Pe ee ee r1,Fae oa oe eo ° ed Ile ete | j fs : 2 : 
pak ye Rt I ea T4747 1081 ««8810 1066 storasa 1821 : > G 133 local industrial distributors. These men cover 
St. Petersburg, Fla........... 74,747 091 3,910 i6 13 132 : . : 
pd Since, es: whisaaanvmeee te 93,320 (113 13418 064 44831142 | x y American industry day by day. They don’t get 
13568 Total 4 Fla. Cities.......... 544,993 662 97,089 461 36,463 1.155 | Tea ere 3 kia their facts by guesswork. They “live” in customers 
“066 sitheak ‘aan one anet ite ens ats plants. These men know what is actually happen- 
~ ie ASBDIQNG, BY. secsccssescssceceos 9, 9235 65% O22 Vio “034 ates . P ee eee . 7 = } 3 : 
080 ype ig ll Rl alah ae [a waa +a | (fake OTe No.of No.reached Copies ing in these plants in advance of the event. Because 
isvi , 260,22 316 14,49: 306 127 452 - / — . 
on si india Plganaded cad - emer oan “—S aaa Gace of this unique method of distribution, advertisers 
078 - oo — sane proved 1 543 1 , 
“199 soning eemueiiabeiaitas ee eee ee ee Rated over $1,000,000 51 51 100% 73 in MILL & FACTORY reach the key executives in 
- « - @ - oe 9 . 
093 OE SIM.. 4+ 5+ 4040555 hte ie + a e+ i > $750,000 te "7300004 4 190% H each industry — the men who make the final de- 
ee K ri . WTR, sce esecceseus stta é 21,4§ 2 Pp G} -loo P FP ie 4 ri 
083 Memiehia, | Se or 274,793 334 44,681 212 13,070 414 200,000 to 500,000 10 10 100% 10 cision in purchasing your product. 
1.760 Nashville, Tenn. .............. 127,930 155 25,181 .119 7,482 237 75,000to 200,000 9 9, 100% 9 ; 
rt . , ie ieee Others 6 70 MILL & FACTORY ’s survey of the Colorado 
y Total 4 Tenn, Cities......... 612,841 745 115,968 550 28,729 110 ie z em ~——- aren nqpicabed iseentinaing medion Annan de 
003 ae ae "e943 07S. «Sol? 07 3694117 S These ase — o pyri ee nee — industrial areas on which complete returns are 
panied a ’ ree ee ee ee ee 2 mig ‘ Vi ahs “Vo 0 : “~ co ¥ ; actory is rea ei é 
3.834 Montgomery, Ala. ..2..005065% 67,247 .082 11,803 056 1,615 051 fp odds oy Py y y already available are: 
7 7 ae ee ee é 
8.720 Total S Al: CHieWi.ccccciace 326,081 408 07,326 272 10,413 .330 it at ™ ; ast : ; : BUFFALO 7" . - SYRACUSE (Onondaga County) 
(Erie and Niagara Counties CLEVELAND 
-194 i 37,882 082 12,435 060 3,252 .108 
SOCKSON, MIMM, ssssicassisicess 67,882 -082 ' 6 252 os | DETROIT (Wayne (Cuyahoga County) 
pl Edttlio Reek, Afit......:..0s.0 70,248 085 12,646 059 186.131 | A. Gakiand Counties) gogussven Eee ene 
. Jew 2 ee ee 305,29 Ot 7,327 eia 8,793 5° | ~ 
796 Seavets fae st 105,650 ‘128 21,498 = 1027108225 | You know that most of the State of Colorado is 'NOIANAPOLIS | | St. LOUIS (St. Louis County, 
"339 rrr ae > a a i ALLENTOWN-BETHLEHEM Madisen Counties 
‘a Total 2 La. Cities........... 410,941 .499 78,825 .374 25,856 819 | ne more — = level. rose ty know rotted ond ee me ¥ 
‘04! " 7 that industry in Colorado is not restricted to manu- Counties AKRON (Summit County) 
045 Oklahoma City, Okla......... 177,950 216 29,296  .139 11,807 374 , _ . pittseunon 
-086 WH, MN pskeverscisasses 124.415 1151 20,654 1098 7072 284 facturing alone? The drilling of oil wells, and the arrrorn Alleghen County) CAerOns (phat Seunty) 
‘07 49.980 .937 379 - ini i i H artford Coun 
aha Total 2 Okla. Cities......... 302,365 367 49,950 237 8,879.98} | mining of gold, silver, copper, coal, lead, zinc and YORK, PA. (York County)” Snes (rte County) 
50 ‘ a i iviti BRIDGEPORT 
150 Ammariiio, Tex, ....66...s0000- 58,841 071 12,224 058 4167 182 a oper important Seda 4 (Fairfield County) - | Worcester County) 
a RIM “CN. a bse ap kev ne ees ee 88,23 .107 20,022 95 5,3 j H BALTIMORE 
3.010 Beaumont, WOR. ss sevessesese 60,195 073 13,067 6s 2,810 vee MILL & F CTORY has just comp ete a survey (Baltimore County) (Lancaster County) 
Corpus Christi, Tex........... 89,660 .109 18,758 089 4,073 139 of Colorado. This survey tells you how many good 
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THE ADVERTISING MARKET PLACE 


The rates for this department are as follows: “Help Wanted,” “Positio 

and “Representatives Available,” 50 cents a line, minimum charge $2. 

apaces per line; light body face 34 per line. Box numbers 
enday noon preceding publication date. 


add two lines. Terms cash with order. 
Display advertisements take card rates. 


POSITIONS WANTED 


Advertising Age, April 29, 1946 


POSITIONS WANTED 


ns Wanted,” “Representatives Wanted,” 
Figure bold face heads 25 letters and 


Forms close 


HELP WANTED 
ACCOUNT EXECUTIVE 
Must have major grocery prod. acct. 
handling exp. with leading agency. 
Top salary. 


Sales Megr., candy bar...... 15,000+ 
Copy Chief, agcy fd. exp.... 15,000 
Copywriter, gen’l agcy. exp. 10,000 
Copywriter, agcy., sell. 

Sree 10,000 
Copywr., auto. dealer coop.. 10,000 
Western Mer., publ., newsp. 

supplement or maj. maga- 

zine sales experience..... 12,000+ 


Space Sales, Det. terr. exp.. 10,000 


Copy Contact, refrig. exp... 7,200 
Ady. Mgr., consumer mdsg. 

ML? 2 essa bot BAe ete «Mdina 10,000 
Editor, automotive ........ ,50 


Other positions for both 
men and women 
FRED J. MASTERSON 
ADV. & PUB. PERSONNEL 
185 N. Wabash Ave., Chicago, 


ADVERTISING MANAGER 
Executive woman wanted. Splendid 
future for woman with well rounded 
advertising experience. Position will 
require knowledge of production, 
ability to write copy and handle as 
well as supervise detail of busy de- 
partment. Location, Chicago loop. 
Write for appointment giving brief 
history and telephone number. 

Box 8161, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11, [Il. 


HELP WANTED 


HELP WANTED 


PERSONALIZED SERVICE 
Career Counselors 
Genl, Mgr. Machry. Mfg...... $25,000 
Genl, Mger., Adv. Agcy........ 35 
Copywriter, Radio, Agency... 15,000 


Publicity Man, Radio Show.. 15,000 
Sales Mgr., Mfgr. Foods...... 10,000 
Prom. Mgr., Bldg. Material... 10,000 
Adv. Mger., Womens Wear.... 10,000 
Adv. Mgr., Agricultural...... 7,500 
Adv. Mgr., Electrical Mfg..... 6,000 
Adv. Mgr., Heavy Machry.... 6,000 
Field Rep., Trade Assn....... 6,00 

Publicity Man, Newsppr. Exp. 6,000 
Editor, Trade Papers........ ,500 
Editor, Engr. Reports........ 7,500 
Editors, 3 Papers-Books...to 6,000 
Cir. Mgr., Trade Papers...... 4,800 
Salesmen, 3-Mag. & Papers.to 7,500 


THE HONES COMPANY 
14 E. Jackson Blvd., Suite 1515, Chgo. 


ADVERTISING EXECUTIVE 
Unusual opportunity for man with 
sound advertising background to 
take charge of department of ex- 
tremely active manufacturer. Must 
be able to organize volume of work, 
know production, write copy, sales 
letters, folders. Good salary with 
excellent prospects. Location, Chi- 
cago loop. Write for appointment 
giving brief history and telephone 
number. 

Box 8160, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


COPYWRITER with at least 5 years’ 
agency experience on various types 
of accounts. Opportunity with fast- 
growing, well-financed, fully-recog- 
nized agency. State experience and 
starting salary. 
Box 8159, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, III. 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


COPYWRITER 
MAN OR WOMAN 

Manufacturer, largest of its kind in 
the field has excellent opportunity 
for an experienced copywriter in 
cosmetic or allied field. Seek versa- 
tile writer who can produce good 
live retail copy. 


Wonderful future with an aggres- 
sive, top-flight organization. Write 
fully, giving experience, education 
and salary desired. 
Box 8162, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


Alert young man for jr. account ex- 
ecutive in agency. B. C. Moses, 5525 
Ridgedale, Dallas 6, Texas. 


ADVERTISING EXECUTIVE 
In seventh year as Publicity Direc- 
tor for department store; formerly 
idea man for giant direct-mail cor- 
poration, also newspaper experience. 
Great ability, ambition very good, 
human relations “tops.” ge 44. 
Salary $5,000. 

Box 8156, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Young Lady—Thoroughly Experi- 
enced in agency detail including pro- 
duction, placing, rating and billing. 
Knowledge of bookkeeping, short- 
hand and typing. 16 yrs. exp. Capable 
of managing office and EARNING 
$300.00 per month to start. 

Box 8164, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, I1l. 


MEDICAL COPYWRITER 
Experienced planner and writer of 
medical advertising offers services 
to agency or pharmaceutical com- 
pany. Has visualized and written 
all types of direct mail and _ profes- 
sional journal copy. University, eth- 
ical drug sales and agency back- 
ground, 

Box 8165, ADVERTISING AGE 
330 W. 42nd St., New York 18, N.: Y. 


Copywriter for General Accounts 
Copy that clicks—national, trade 
paper, dir. mail. Versatile Chicago 
woman wants opportunity to use 
broad merch. knowledge creatively. 

Box 8169, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Veteran—Single, 15 years’ experience 
in sales, sales promotion market re- 
search in food and drug fields. Met- 
ropolitan area only. 

Box 8170, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Part of 


the 


American scene 


—hecause It 
125,000 


men! 


reaches 


American 


we 4d; A @ eM) 


Want believable, selling copy? Hire 
me. Cub writer, college woman, 
agency experience, salary 


Public Relations—Former Account 
Exec. leading public relations firm, 
just returned Tokyo as news Officer 
4-star AAF General. Desire corpora- 
tion, industrial accounts with agency 
or direct. 

Box 8167, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II]. 
Creative research man now employed 
desires to make a change. Have ex- 
tensive educational background plus 
agency experience in marketing and 

advertising research. 
Box 8168, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Commercial Artist wants additional 
free-lance artwork. Full of ideas, 
good letterer, layout man, cartoon- 
ist. State needs. Allan K. Jensen, 
Audubon 1, Iowa. 


ADVERTISING 
SALESMAN WANTED 


One of the leading national 
magazine publishers is looking 
for a top-flight advertising man 
for Chicago and Middle West. 
While we prefer past experience, 
we will give full consideration to 
a man with an established record 


of successful selling in other 
fields. 


We offer an excellent salary to 
start and considerable opportu- 
nity for important advancement. 
Please write fully. Give age, 
previous experience and present 
earning capacity. All inquiries 
will be held in the strictest con-— 
fidence. 


BOX 6478, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SPACE SALESMAN 


If you know the industrial agencies, 
if you know the industrial accounts 
in your territory, Midwest and East- 
ern, and if you know how to close 
business, we offer you the opportu- 
nity to represent a horizontal indus- 
trial book — a book with new and 
unique features — a book which will 
definitely bring more results than 
your competition. (We can prove this 
last statement.) In answering, state 
territory covered plus all pertinent 
data on yourself. If you are not in- 
terested but know of such a man, you 
will be doing us both a favor by 
having him contact us. 


Box 6479, Advertising Age 
100 E. Ohio St., Chicago II, Ill. 


FOR ADVERTISING 
SALES, MERCHANDISING 


Exceptionally qualified, mature man with 
unusual advertising and sales experience 
and ability. Outstanding writer and idea 
man; able merchandiser. Skilled handler 
of men. Experienced manager and organ- 
izer. Knows wide range of products and 
services. Seeks responsible opportunity only. 


Box 6475 
Advertising Age 
100 E. Ohio Street, Chicago II, IIlinols 


WRITER AVAILABLE PART TIME 
Will handle special assignments in 
copy, publicity, editorial; Nat’l advt. 
or Trade Jourl. Agency exp. tech. 
consumer accounts. P. O. Box 503, 
Chicago 90, Ill. 


REPRESENTATIVES WANTED 


New York Representative 

for growing industrial publication in 
new field. Excellent prospects plus 
present accounts. Area also includes 
New England and New Jersey. 

Box 8163, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


CAN BE BOUGHT AT RIGHT PRICE 
APPROXIMATELY 550 POSTER 
PANELS AND PAINTED UNITS 
LOCATED IN SOUTHERN STATE. 
OPPORTUNITY FOR EXPANSION. 
Box 8143, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Krom-a-Tone Post Cards 
Newest, most economical way to 
display any product. 
Samples on Request. 
Graphic Arts Photo Service 
Box 365-A, Hamilton, Ohio 


Attention Manufacturers and 

Their Advertising Agencies 
If you really want YOUR DEALERS 
to advertise YOUR PRODUCTS 
over THEIR OWN NAMES IN 
THEIR HOME TOWN PAPERS— 
write, wire or phone, 

Harry & Bob 


Special Correspondents Phones: 
624 S. Michigan Ave., Harrison 
Chicago 5, Ill. 7167-68-69 


Another Opening at 
CHEN YU for 


EXPERIENCED 
COPY WRITER 


An unusually interesting op- 
portunity for an experienced 
cosmetic copy writer who can 
start producing quickly. Dealer 
newspaper ads, direct mailings 
for CHEN YU and three other 
associated companies. 

Rapid expansion of advertis- 
ing department opens oppor- 
tunity for real advancement to 
one who can actually produce. 
Apply by letter only (give 
phone number) to the Adver- 
tising Manager. 


CHEN YU 
200 East Illinois Street 
Chicago 11, Illinois 


pace en anthen == 


Hire a Veteran 
With a Future 
in Advertising 


* 


MEDIA, sales promotion. 
Space, sales prom., gen'l 
prom. exp. Lt., amphib. 
assault scout. 


Chicago. $4,000. JH-255 
PROMOTION, Public rela- 


tions account exec., radio 
and movie produc. exp. 
$6,000. Large city. JH-256 
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I search, dep't. co-ord. for 
soap mfr.; agency, mail 
I order exp. Navy Lt. 

; Anywhere. $5,000. JH-257 
COPY, Edit, newspaper 
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store prom. exp. Navy Lt. 
Anywhere. $3,500. JH-258 


MEDIA, Radio time sales, 


outdoor, newspaper space 
exp. B-26 gunner. 
Midwest. $3,500. JH-259 


* 


Write or Phone 
JOB HUNTER today! 


A Free Service of 


Advertising Age 


100 E. OHIO ST., CHICAGO 11, ILL. 
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Linea Aerea Transmondiale — ercinain 
xmas) 


‘Whetever the longuoge, wherever you go, “Trans World Airline” means 
the sort of shilfyl piloting high-speed service and considered attention 
thet moke Aying the finest woy to travel end TWA the finest way to fy 


‘ Teams Weace Ainuine 


WHAT LANGUAGE D'YA SPEAK— 
How to say "Trans World Airline" in 
nine languages makes up the copy for 
Transcontinental & Western Air's new 
ads, running in 20 newspapers. Series 
is part of TWA's educational campaign 
to change its name to Trans World Air- 
line. The Kudner Agency, New York, 
is in charge. 


Grant Advertising 
Loses Domestic 


Part of Beeman’‘s 


New York, April 24.—The 
American Chicle Company, Long 
Island City, N. Y., on July 1 
will return the Beeman’s pepsin 
chewing gum portion of its ac- 
count to Badger and Browning and 
Hersey, New York, the agency 
handling all domestic advertising 
for all other Chicle brands. 

Beeman’s gum moved to Grant 
Advertising, New York, on Jan. 
1, 1942, and Grant will continue 
to handle all export advertising 
for American Chicle except Can- 
ada, where A. A. Baker, Ltd. is 
in charge. 

Spot radio is used for Beeman’s 
pepsin as well as some test news- 
paper promotion. American Chicle 
uses magazines, radio, car cards 
and export publications for its 
various brands, including Adam’s 
pepsin and clove, Blackjack, Chic- 
lets, Dentyne, Sen Sen and Yu- 
catan. 


Bulotti to Lee 


Charles Bulotti Jr. has been ap- 
pointed program director of the 
Don Lee Broadcasting System, Los 
Angeles. Mr. Bulotti was formerly 
producer of the Coca-Cola “Spot- 
light Bands” show for the past 
four years, and before that was 
director of publicity for Utah 
Parks Company, a Union Pacific 
subsidiary. 


Unusual 
Opportunity 


for Creative Man 


Busy head of young, growing agency 
needs a right-hand man who can take 
over creative responsibilities. Agency 
has developed on a sound conserva- 
tive basis handling consumer accounts. 
For the right man this is an oppor- 
tunity to move in at an opportune 
time in agency's development, to be- 
come a major factor. 

lf you have fundamental creative 
ability and like responsibility, write 
full details about your background, 
experience and salary expected. Your 
reply will be held confidential. 


Box 6480, Advertising Age 
100 E. Ohio St., Chicago II, Ill. 


COPY WRITER 
on 
ELECTRICAL APPLIANCES 


We need an experienced writer who can 
plan and write sales promotion and ad- 
vertising campaigns on electrical home 
appliances, particularly refrigerators. Un- 
usual opportunity with well-known Chi- 
cago advertising agency. Write, giving 
full details of experience and salary ex- 
pected. ~ 
BOX 6477 
ADVERTISING AGE 


100 E. Ohio Street, Chicago 11, Illinois 


40 Now Advertise; 
Larger Campaigns 
Seen in Future 


Chicago, April 25.—With almost 
$9,000,000 to pay the bills—not 
counting a penny of privately- 
raised promotional funds—40 of 
the states have embarked upon 
their most extensive advertising 
and publicity programs. 

Appropriations for 1946 and the 
1945-47 biennium reported to the 
Council of State Governments, 
with headquarters here, reach the 
surprising total of $8,939,229. The 
states are using all major adver- 
tising media, and are carrying on 
a considerable number of other 
activities, in a record-breaking 
drive to lure postwar tourists and 


State Ad Funds Hit 
Record Postwar Peak 


eventually permanent residents; to 
extend markets for their agricul- 
tural and mineral products, and to 
attract lucrative new industries. 

The council has brought up to 
date the prewar “Advertising by 
the States” it published in August, 
1941, and is now sending out copies 
of a mimeographed edition to gov- 
ernors and other state officials, di- 
rectors of state advertising bu- 
reaus, legislative reference li- 
braries, etc. Others interested may 
obtain copies for $1 each by writ- 
ing Frank Bane, executive director 
of the council, at 1313 E. 60th St., 
Chicago 37. 


Beats °41 Total 


The current all-state total is 
well ahead of the $8,156,068 listed 
for 39 states in the council’s 1941 
book. Of that amount, Utah alone 


was credited with $1,200,000 for 
| its new Department of Publicity 
‘and Industrial Development, and 
the money was intended to finance 
capital investments for industrial 
developments as well as publicity. 


Expect to Spend More 

Since most of the 1945 legisla- 
tive sessions adjourned before 
Japan threw in the sponge and 
there was no definite indication 
when the war would end, many 
of the states postponed action on 
their postwar promotional plans. 
Prospects thus are bright for still 
greater appropriations when the 
lawmakers meet next winter to talk 
about funds for the 1947-49 bi- 
ennium. Kentucky, with a $17,- 
500 appropriation now, has stepped 
its funds up to $25,000 for the 
fiscal year 1946-47, and $35,000 for 
1947-48. Massachusetts may soon 
add a $1,000,000-a-year Depart- 
ment of Commerce to the list of 
state advertisers (see Private 
Lines, Page 24). 

In addition to national maga- 
zines and farm publications, news- 
papers, radio, outdoor, direct mail 


and motion pictures, the various 
states now employ business papers, 
state-published magazines and 
house organs, speakers’ bureaus, 
exhibits and information booths. 
Others plan to bombard pros- 
pects with pamphlets, booklets and 
folders; send out photographs, 
road maps, recipe books and 


PEP UP YOUR CAMPAIGN 
co) with ite -_ 
e) yp ve lhiher 


Thousands in a carefree, impres- 
sionable mood are fascinated as 
the daring Skywriter spells out 
your message. People talk about 
it, try to anticipate your message. 
They remember it when they buy. 
Investigate Skywriting today. 


AGENCY COMMISSION—RATES ON 
REQUEST 


SKYWRITING, INC. 


Phone: Fra. 7100 
333 N. Michigan Ave., Chicago |, Illinois 
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First Plastic 
Show Opens 
in New York 


New York, April 23.—The first 
national plastics exposition opened 
this week in New York’s Grand 
Central Palace, and brought to- 
gether plastic materials’ manufac- 
turers, makers of plastic-forming 
machinery, and makers of plastic 
products. 

The products shown ranged 
from displays designed in plastic 
by W. L. Stensgaard & Asso- 
ciates, to saddle and trappings for 
a cow pony made from B. F. Good- 
rich Company’s Greon. 

More than 200 companies par- 
ticipated in the show, which was 
sponsored by the Sociéty of the 
Plastics Industry, and particular 
emphasis was placed on plastic 
products available to industry. 

Among the exhibits of primary 
interest to advertising men were 
those showing new types of plastic 
display lighting, methods of illu- 
minating outdoor and point-of-sale 
displays, directional signs, new 
printing inks, plastic molded pre- 
miums and plastic packaging ma- 
terials. 


Unusual Products 


Plastics, still in infancy, at- 
tracted most attention of show- 
goers by bizarre products. Rohm 
& Hass Company, Philadelphia, 
showed a house of tomorrow, 
which after the New York exposi- 
tion is slated to be exhibited in 
several cities across the country. 
Among its features were a turret- 
type shower enclosure, made of 
plexiglass, with a plastic base. 
Scales, also plastic, adopt the 


% HEART OF EASTERN NORTH CAROLINA 
BRIGHT LEAF TOBACCO BELT 


Seren. 3 ad rv 


In case you didn't know! 


SOON 
5,000 WATTS 


This Washington, in the heart of Eastern 
North Carolina, is the home town of WRRF! 
Also perhaps you didn't know that Eastern 
North Carolina Bright Leaf Tobacco farmers 
sold their 1945 crop for over $175,000,000. 


We want you to know... that WRRF 
serves this market completely ...a market 
of over 600,000 population... with 6,188 
retail stores that do over $100,000,000 an- 
nual sales volume. 


You should know ... that 67,144 radio 
homes depend primarily on WRRF for their 
favorite national and local programs. 


Then you will know that WRRF is the only 
“buy" to cover Eastern North Carolina... 


WRRF will sell your product in one of Amer- 


ica's‘richest agricultural belts .. . So remem- 


ber WRRF... This Washington in North | 


Carolina — and this ‘as good as gold"... 
market. 


ae 


930 Ke. 1000 WATTS 


TAR HEEL BROADCASTING SYSTEM, INC. 


WE RADIATE REAL FRIENDSHIP” Hs 
_ FORJOE & COMPANY © Nations! Representative — 
NEW YORK _ CHICAGO =— PHILADELPHIA 
WASHINGTON NORTH CAROLINA 


‘HOME OF WRRF’ 


prism arrangement used in tanks 
and submarines during the war— 
the weight flashes on a wall panel 
and may be read only by the per- 
son standing on the scales. 


Exhibits Wearproof Dress 


Celanese Corporation showed its 
plastic fabrics, including a new up- 
holstery satin and a texture fabric 
designed for draperies. American 
Cynamid Company concentrated 
on table wear, which the company 
said is now getting a tryout from 
three restaurant chains. Dupont 
showed golf clubs with plastic 
heads, nylon stringing for tennis 
rackets, and nylon plates, as well 
as chairs upholstered in straps of 
nylon threads. B. F. Goodrich Com- 
pany showed Koroseal plastic, 
which resembles leather for lug- 
gage and chair covering. National 
Plastic Products exhibited a dress 
made of plastic thread, which it 
says is spongeable and practically 
wearproof. Tennessee Eastman 
Corporation exhibited a new lux- 
ury toy, which enables children to 
mold their own plastic toys. 


Clark Rejoins Seagram 
as Mosley’s Assistant 


Douglas S. Clark has returned 
to Seagram-Distillers Corporation, 
New York, after 33 months in the 
army. He will 
be assistant to 
George E. Mos- 
ley, advertising 
manager. 

Before be- 
coming asso- 
ciated with Sea- 
gram, Mr. Clark 
had been with 
Campbell- 
Ewald Com- 
pany and War- 


wick & Legler, D. S. Clark 
Inc. He served 
overseas with the tenth army 
headquarters. 


‘Outdoor’ to Replace 
‘Army & Navy’ Stores 


National Association of Army 
and Navy Stores, which recently 
became the National Association 
of Outdoor Stores, is recommend- 
ing to members and non-members 
substitution of the term ‘outdoor 
store” for the current term “Army 


>| government 
»| gradual disappearance of so-called 
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and Navy Store.” Agency in charge is Doherty, Clif- 
| Recent legislation in nine states|ford & Schenfield, New York. 
and legislation pending in others ——— 
requiring that merchandise offered ° : 
for sale with the words “Army,” Musicraft Names Fritch 


“Navy,” etc., be accompanied by| Peter Fritch has been appointed 
statements that articles have been advertising manager of Musicraft 
acquired from (a) the United Records, Inc., with headquarters 
States Government only or (b)|/in the company’s New York of- 
from both government and non-/fce, Before joining Musicraft six 
sources has forced| months ago, he was associated 
with the Argentina Importers 


Army and Navy stores. Corporation, New Orleans. 


The Association also urges de- 
partment stores to segregate and 
consolidate war surplus items in a 
separate department, manned by 
veterans. 


Bristol-Myers Will 
Telecast Derby May 5 


Bristol - Myers Company, New 
| York, entering commercial tele- 
vision for the first time, has 
signed with WCBW, CBS video 
outlet in New York, to present 
special films of the Kentucky 
Derby, to be run May 4 in Louis- 
ville. 

In the interests of Vitalis, B-M 
will have the race filmed for tele- 
vision and present it May 5 at 
8:30 p.m., EDT, in New York. 


- Do you have a_~ 
product that fits 
Ss Sa eer geet the a oe 


BAKING INDUSTRY? 


See Bakers Weekly's offer of 
market analysis on page 46, 
this issue, Advertising Age. 
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al Atiilition of Silas ~ 
nd Advertising Clubs ii ails 


You'll go on sightseeing tours around one of the most 
spectacular cities in America. Yes, particularly at night 
you'll be thrilled by the view of Pittsburgh from Mt. Wash- 
a veritable fairy land with its rivers, bridges 


ington... 
and twinkling lights. 


Come to Pittsburgh FOR THE AFFILIATION 


Pittsburgh extends a cordial invitation to sales and adver- 
tising men and women to attend this convention . . . the first 
to be held since 1941. Mark the dates down now, May 23, 
24 and 25. You'll hear some fine talks and sit in on idea- 
provoking panel discussions. 


When you attend the banquet, you gourmets and epicures, 
you'll enjoy the best food you've ever tasted, served in a 
continental manner by waiters whose delight it is to make 
B an art of the business of catering to their guests. 


And when it comes to entertainment . . . well, Pittsburgh 
has some pretty interesting night spots in the heart of town. 
Or, if you prefer night clubs in a suburban setting, there's 
a half dozen of them that beckon you. Just take your choice! 


Yes, Pittsburgh and the Pittsburgh Sun-Telegraph are leav. 
ing the latch-string out, so mark the dates down now, May 
23, 24 and 25... come to Pittsburgh to this Convention of 
International Affiliation of Sales and Advertising Clubs. 
We'll be seeing you! 


CONVENTION IN MAY 
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NNPA Urged 
fo Stress Public 


Relations Angle 
ANPA Gets Spotlight; 


Promotion Men 
Argue Separation 


New York, April 24.—The Na- 
tional Newspaper Promotion As- 
sociation took time from its con- 
sideration of research and better 
public relations to make ‘its first 
awards for a promotion campaign 
and to debate whether it would 
be better advised to convene at 
another time than when the 
American Newspaper Publishers 
Association holds its convention. 

The NNPA, which used to be 
an adjunct of the Advertising Fed- 
eration of America, then moved to 


the National Advertising Execu- 
ives Association and finally to 
| ANPA, feels that the meetings of 
the publishers and their contingent 
gatherings overshadow NNPA ses- 
sions. As a group which has for 
one of its primary objectives the 
advancement of promotion men 
into higher management strata, 
'the association feels that its ses- 
sions and program get consider- 
ably less attention than they 
should. 
| The promotion men were urged 
to examine their public relations 
programs by L. Richard Guylay, 
head of Richard Guylay & Asso- 
ciates, the public relations com- 
pany handling Gannett News- 
papers. “The public relations- 
minded executive is now compet- 
ing with the lawyer for the top 
positions in management,’ Mr. 
Guylay reported, because “public 
opinion will be the final arbiter 
in the showdown battle which is 
now at hand on the basic issue 
of state socialism and collectivism 
versus our free and competitive 
system of private enterprise.” 

A newspaper public relations 


program should concentrate on its 
employe relations, then on com- 
“munity relations, he said, and re- 
jlated the story of the Minneapolis 
Star-Journal and Tribune, which 
was faced with public sentiment 
which resented its monopoly of 
the newspaper field in Minneapo- 
lis. The newspaper prepared a 
motion picture, “Good Neighbor,” 
presented it to 450,000 persons at 
various meetings, and the resent- 
ment subsided. “A year ago,’ Mr. 
Guylay pointed out, “the news- 
paper was presumably performing 
the same community service as it 
is today. Yet ... these services 
were not fully appreciated. . . To- 
day all that has been changed 
simply by using public relations 
tools.” 

Vergil D. Reed, associate di- 
rector of research of J. Walter 
Thompson Company, hit a fa- 
miliar theme with a speech in 
which he advocated divorce of 
research and promotion. Adver- 
tisers and their agencies, he said, 
are becoming more discriminating 
in their time and space-buying, 
largely because advertising and 


marketing men have moved into 
the top bracket of management. 
Research departments of news- 
papers must move out beyond 
present spheres of operation, he 
said, and become service depart- 
ments for advertising, circulation, 
editorial and public relations. 

The agency research man ad- 
vised newspapers to (1) give 
Lmore attention to public relations; 
(2) explore the possibilities of 
joint and cooperative promotion, 
which otherwise handicap a news- 
paper as compared with national 
and sectional media; (3) stop 
fighting radio, because intelligent 
advertisers think of media, not as 
competitive, but as complemen- 
tary to each other; (4) improve 
methods of selling, and help man- 
ufacturers and retailers to im- 
prove theirs. 


Merahn Heads NNPA 


Vernon Brooks, advertising di- 
rector of the New York World- 
Telegram, discussed the operation 
of the newspaper’s grocery store 
inventory. The panel includes 200 
grocery stores, and 692 items in 42 
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AWARD—Here George Benneyan, left, 
promotion director, Bureau of Adver- 


tising, ANPA, awards the National 
Newspaper Promotion Association's 
first annual award for outstanding pro- 
motion to Mark Ethridge, publisher, 
Louisville Courier-Journal and Times. 


categories of merchandise are reg- 
ularly inventoried each month. 
This method obtains the same re- 
sult, Mr. Brooks believes, as if 
50,000-60,000 families reported 
their grocery purchases, and much 
more cheaply. 

In the New York market, two 
trends are evident: A swing to 
self-service in grocery stores, with 
50% of stores now using this 
method; an increased popularity 
of ready-prepared foods. 

The newspaper has operated its 
inventory since 1939, Mr. Brooks 
recalled, and although it is in 
only one market, “it has neverthe- 
less been responsible for switch- 
ing over seven and one-half mil- 
lion dollars’ worth of grocery prod- 
uct advertising from other media 
to newspapers.” This figure, he 
said, is the total of only those 
cases in which the advertiser or 
agency has named the inventory 
as responsible for his decision. In- 
ventories similar to the World- 
Telegram’s are now operated in 
Boston, Gary, Cincinnati, New 
York, Philadelphia and St. Louis, 
he told the group, and expects a 
half dozen more to start this year. 

The awards committee of NNPA 
gave its award for outstanding 
promotion to Mark Ethridge, pub- 
lisher of the Louisville Courier- 
Journal and Times. The news- 
papers’ promotion included adver- 
tisements in 220 weekly newspa- 
pers in their circulation area when 
they were unable to supply circu- 
lation for outlying areas, promo- 
tion of Louisville, contests for 
farm and home improvement, and 
sponsoring civic affairs. 

The runners-up in the contest 
were: Gazette, Charleston, W. Va.; 
Cleveland Press; Des Moines Reg- 
ister and Tribune; Memphis Com- 
mercial Appeal; Minneapolis Star- 
Journal and Tribune; Portland 
Journal; News-Press and Gazette, 
St. Joseph, Mo.; Salt Lake City 
Tribune and Telegram; Omaha 
World-Herald. 

Officers of NNPA for the coming 
year are Lawrence W. Merahn, 
|New York Sun, president; William 
S. Eager, Montreal Star, vice- 
president; Bert Stolpe, Des Moines 
Register and Tribune, secretary; 
and Frank A. Knight, Gazette, 
Charleston, W. Va., treasurer. 


Blair, Nicoll Named in 
Three-Station Setup 
Following FCC approval of the 
purchase of WDGY, Minneapolis- 
St. Paul, by the Twin Cities 
Broadcasting Corporation, Forest 
H. Blair was appointed national 


sales head of KOIL, Omaha, 
|KFOR, Lincoln, and WDGY, now 
‘affiliated with the other two. The 
{three are under the trade name, 
\“The Stuart Stations.” Angus M. 
Nicoll has been named promotion 
and merchandising manager of 
the three-station setup. 


Appoints Cabot Agency 
The Christian Science Monitor 

has appointed Harold Cabot & Co., 

Boston, to handle advertising. 
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Murray Offers 
Dance Courses 
Under G. I. Bill 


New York, April 25.—In news- 
paper advertisements addressed to 
veterans, the Arthur Murray 
School of Dancing recently an- 
nounced that G.I.’s may now trip 
the light fantastic under the G.I. 
bill of rights. 

State boards of education in New 
York, Atlanta, Kansas City, and 
Washington have approved the 
Arthur Murray school, and other 
states across the country may soon 
follow suit. In New York, about 
100 ex-service people, only 5% of 
whom were women, had signed 
up and two-column ads in several 
city papers, an executive of the 
school told ADVERTISING AGE. 

A career as dancing teacher at- 
tracts many of the veterans, it was 
explained, but of equal importance 
is the rehabilitation factor. Social 
contact, poise and confidence 
gained through the lessons helps 
many men readjust themselves to 
civilian life. Many enroll at the 
suggestion of psychiatrists and 
doctors. 

No specific price has been set as 
yet for the instruction course, but 
the government will pay the costs 
plus 10%. A full course would in- 
clude 112 private lessons or 225 or 
more class lessons. Usual Arthur 
Murray fees are $4 for one private 
lesson or from $1 to $2 for class 
instruction. 

Ads are simple in theme, stating 
that the Arthur Murray school 
“takes pride in announcing” that 
it has been approved under the 
G.I. bill. Ruthrauff & Ryan, New 
York, handles the account. 


Peanut Council 
Unleashes First 


Consumer Copy 


New York, April 25.—The Na- 
tional Peanut Council will “crack 
the shell” with its first consumer 
advertising beginning next month 
in McCall’s and Parents’ Maga- 
zine. 

In full-page, full-color copy, the 

association will stress that chil- 
dren should no longer be scolded 
for pirating the pantry. First copy 
headlines “Don’t scold ... en- 
courage that little pantry thief!”, 
and continues to stress nutritive 
value of peanut butter as a spread, 
and peanuts in cookies or candy, 
In initial copy, nutrition ex- 
perts testify to the value of pea- 
nuts and to snack contributions 
to the growing child. A recipe 
booklet is offered for a coupon in 
this copy. 
The tentative schedule, released 
through J. Walter Thompson Com- 
pany, calls for four insertions 
running through the summer. 
Continuation and expansion hinges 
on action taken by the association 
at its May meeting, and the pres- 
ent drive is scheduled only until 
September, the expiration of the 
Association’s fiscal year. The As- 
sociation has been a Thompson 
public relations account for the 
past two years, but its only pre- 
vious advertising has been in 
business papers. 


Parnell Returns to G-E 


Fred A. Parnell, formerly ac- 
count executive of Maxon, Inc., 
New York, on advertising and 
sales promotion of the receiver 
division of General Electric Com- 


‘|pany, Bridgeport, Conn., has been 


Streamline Mail 


Services, Urges 
Mail Order Exec 


Chicago, April 23.—Promotion of 
mail service including such new 
features as considerably faster 
schedules, modernization of mail 
boxes, attractive packaging of 
stamps and writing desks, in post- 
offices, to reach a two billion dol- 
lar peak in postal revenue have 
been recommended by Charles A. 


Bethge, chairman of the board, 
Alden’s, Inc., Chicago mail order 
house. He made his recommenda- 


tions recently at the first nation- 
wide conference of U. S. Postal 
Department’s Railway Mail Serv- 
ice in Chicago. 

He described the major part 
railway postal service is playing 
in direct mail and mail order busi- 
nesses, asserting that more than 
one billion dollars in trade an- 
nually flow through the postal 
service. Improvement of postal fa- 
cilities would aid this branch of 
business as well as attract greater 
usage from individuals. 

Supplementary truck service 
to aid rail deliveries was recom- 
mended as well as revision of rail 
schedules to aid mail deliveries in 
conforming to business hours. 
Recommended too, were general 
improvements in the physical 
properties of post offices including 
the addition of writing rooms to 
encourage greater private use of 
the mails. 

Streamlined mail boxes painted 
in bright colors would cause more 
people to use the mails, Mr. Bethge 
declared. 


Joins Hill & Knowlton 


M. Richard Knowlton, for the 
last six years art director for Mc- 
Call’s magazine, and designer of 


Kaufmann Script and _ Balloon 
type faces, has joined Hill & 
Knowlton, New York, public re- 


lations counsel, as art director. 
For the last year, he has served 
as art consultant to the company 
for magazines it edits for various 
industrial clients. 


named advertising and sales pro- 
motion manager for that G-E 
division. 


April Issue Largest 

The April issue of Modern Plas- 
tics, published by Modern Plastics, 
Inc., New York, contains 346 pages, 
of which 246 are advertising and 
100 editorial, making this the 
largest regular issue in the pub- 
lication’s history. 


Pal Razor Blades 
Invades New York 


with Major Drive 


New York, April 25.—Pal Blade 
Company has intensified its mer- 
chandising and _ distribution in 
metropolitan New York with what 
it terms “the most concentrated 
and powerful” razor blade adver- 
tising campaign ever to hit the 
area. 

Backbone of the drive is a 
newspaper campaign including 
from eight to 15 varied space in- 
sertions in the Newark News, the 
New York Journal-American, Post, 
Sun, Times and Cue magazine, for 
Pal Hollow Ground razor blades. 

The manufacturer is backing 
newspaper space with window and 
counter displays, direct mail to 
dealers, thorough direct selling, 
and consumer sampling through 
uniformed girls. 

Sampling has been an integral 
part of Pal merchandising “open- 
ings” conducted city-by-city across 
the country. National advertising 
continues in column ads appearing 
monthly in Collier’s, Esquire, Life 
and The Saturday Evening Post. 
The company is using 350 news- 
papers in markets already opened. 
Al Paul Lefton Company, New 
York, is the agency. 


Estate Stove Appoints 
Peck Advertising 


Estate Stove Company, Hamil- 
ton, O., newly-acquired subsidiary 
of the Noma Electric Corporation, 
New York (AA, Jan. 7), has ap- 
pointed Peck Advertising Agency, 
New York, to handle advertising. 
Plans have not yet been decided. 
Estate makes gas and electrical 
cooking and heating units, includ- 
ing Heatrola appliances. 

Peck also handles two other 
Noma _ subsidiaries, K-D Lamp 
Company, Cincinnati, and Re- 
frigerator Corporation of America, 
New York, which manufactures 
Frigid Freeze home and farm 
freezers, frozen food lockers and 
air-conditioning units. Albert 
Frank-Guenther Law, New York, 
is agency for Noma’s own toy and 
heater divisions, and Foster & 
Davies, Cleveland, for Noma’s 
Christmas tree lights. 


Upham Moves Office 

Philips Webb Upham & Co. has 
moved its office from 148 York St. 
to 216 Crown St., 
Conn. 


ON ha sito 


New Haven, / ciated Farm Papers. 
| Mark M. Hall. 
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Appoints Mattus Manager 

Joe Mattus has been appointed 
San Francisco manager of Asso- 
He succeeds 


YP 

delightful 
residence 
that makes 
Charleston 
living so 
satisfying 


THE CHARLESTON MARKET* 


Population Families : Effective 
uying Income 
ime 163,700 $450,026,000 
42% of State} 941% of State 38% of State 
Retail Sales Food Sales i. Drug Sales 
226,260,000 | | $60,477,000 pose $9,963,000 
38% of State | #38% of State LEZ of State 38% of State 
*Figures for 20 counties based on Sales Management Survey of Buying Power. 


This latest development in advertising displays 
gives you neon effect with new vivid colors. The 
skeleton Neon with its patented plastic frames is a 
combination that's unique, colorful and most effec- 
tive. The frames are parallelogram in shape, rich 
in color combination which improves the daylight 
appearance of the Neon; reduces tubing breakage; 
installed easily, quickly. These frames are pro- 
duced under Austin & Austin Patent No. 2,296,893. 
Write immediately for further information and 


quotation. 


OHIO ADVERTISING DISPLAY CO., 1216-20 JACKSON STREET, CINCINNATI 10, OHIO 
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Rexall to Boost 
Local Druggists 


New York, April 24.—To sup- 
port independent Rexall druggists 
with the power of chain advertis- 
ing, United Drug Company will 
shortly begin an institutional cam- 
paign in national magazines, in- 
cluding Life and The Saturday 
Evening Post, to extend through- 
out 1946. Copy will be placed by 
N. W. Ayer & Son. 

At regional meetings of the 
Rexallists in Fort Worth, Tex., 
and St. Louis, Mo., J. W. Dart, 
president of United Drug, pre- 
dicted “opportunity unlimited” de- 
spite shortages of merchandise, 
display materials and other neces- 
sities. Use of Rexall facilities will, 
he declared, make it possible for 
independent druggists to compete 
with chain organizations. 


HARRY OLSON 

Chicago, April 23.—Harry B. 
Olson, business manager of Na- 
tional Seedsman Publications, died 
‘last week of a heart ailment. He 
had been identified with the seed 
industry for more than 30 years, 


ALBERT L. GRAUER 


New York, April 22.—Albert L. 
Grauer, 60, for many years copy 
supervisor of Ruthrauff & Ryan, 
Inc., died yesterday after a heart 
attack at his home in Great Neck, 
L. I. Mr. Grauer started his ad- 
vertising career with Sears, Roe- 
buck & Co. in 1916 and first joined 
Ruthrauff & Ryan in July, 1922. 
He left the agency to become copy 


Last Minute News Flashes 


Macy’s Straus Backs OPA in Full-Page Ads 

New York, April 26.—Jack I. Straus, president of R. H. Macy & Co., 
took full-page ads in newspapers here today to reproduce telegrams 
he had sent to President Truman and Senator Mead under the caption, 


“What does the largest store in the world think of the OPA?” 


His 


answer: “We believe that there is still danger today of an uncontrolled 


inflation. 


We urge the retention of OPA despite all pressures as a 
necessary check against runaway prices. 


We agree that OPA regula- 


tions must be so altered as to encourage full production.” 


‘Times’ Page Ads Announce Pilotone Records 

New York, April 26.— Pilot Radio Corporation, Long Island City, 
will use the magazine section of the New York Times for page ads an- 
nouncing 10-inch Pilotone records made of non-breakable Vinylite. 
First on the market, eight albums are available in radio dealer, music 


and department stores. 


Plans for further promotion have not been 


completed. Al Paul Lefton Company is the agency. 


Sugg Named A. M. of Franklin Baker Division 
Hoboken, N. J., April 26.— W. A. Sugg, recently in the Navy and 

formerly with Procter & Gamble, has been named merchandising and 

advertising manager ef the Franklin Baker division of General Foods 


Corporation. 


director of H. W. Kastor & Sons 
Advertising Company (now Kas- 
tor, Farrell, Chesley & Clifford, 
Inc.) here, later holding a similar 
position in the Steuerman Adver- 
tising Agency. He rejoined R&R 
as copy supervisor in 1932. 


Morris to Frisco Lines 


Paul M. Morris, formerly staff 
correspondent for the Memphis 
Commercial Appeal and recently 
editor and publisher of the Star, 
Elizabethton, Tenn., has joined 
the Frisco Lines, St. Louis, as di- 
rector of public relations. He suc- 
ceeds James E. McKee who has 
resigned to become a member of 
the industrial and public relations 


department of the Monsanto 
Chemical Company, St. Louis. 


Join Fair Trade Council 


Swing-A-Way Steel Products 
Company, Chicago, manufacturers 
of can openers, has joined the 


American Fair Trade Council, 
New York. 
WLW Shifts Two 


James Cassidy, formerly war 
correspondent and news commen- 
tator for WLW, Cincinnati, has 
been appointed public relations di- 
rector of the station. He succeeds 
A. E. Scheffer, who has been made 
public relations and food merchan- 
dising consultant. 


Wabash 2882 


418 S. Market Street 
Chicago, Illinois 


Ais aresult of careful analysis of the requests 
for product information received from all forms 
of transportation — demonstrating common 
interest and supported by extensive field studies 


Effective with the April Issue 


RAILWAY SUPPLY NEWS 


Becomes TRANSPORTATION 
SUPPLY NEWS 


providing monthly news coverage of equipment 
supplies, materials, literature for Railroads, 
Air Lines, Motor Truck and Bus Lines, Steamship 
andiBarge Lines, Street Railways. 


Complete details on expanded coverage availabie 
on request. For information write 


TRANSPORTATION SUPPLY NEWS 


NEW YORK OFFICE 
122 E. 24th Street 
Murray Hill 3-5520 


SAN FRANCISCO OFFICE 
640 Mason Street 
Douglas 7233 


Transportation Supply News is affiliated with Traffic World, 
Traffic Bulletin, Daily Traffic World, World Ports and the College 
‘ of Advanced Traffic. 


Lehigh Valley Ads 
Proclaim Progress 


on lst Centennial 


New York, April 24.—The Le- 
high Valley Railroad, in celebra- 
tion of its 100th anniversary April 
21, is running special centennial 
copy in newspapers of all on-line 
cities. Copy, headlined “1846... 
1946,” says the railroad is “enter- 
ing a second century of service,” 
theme slogan used for the cam- 
paign. 

Over the weekend, locomotives 
of the railroad’s three main trains, 
“The Black Diamond,” “The Asa 
Packer,” and “The John Wilkes,” 
were decked with bunting and 
streamers on all trips, with spe- 
cial dinners served in all dining 
cars April 21 and corsages distrib- 
uted to passengers. Calendars, an- 
niversary booklets and old-time 
prints of scenes along the valley 
of the Lehigh river are being dis- 
tributed also. 

Agency is Caples Company. 


Jam Handy, ‘News’ 
Get Video CP’s 


Washington, April 24.—FCC last 
week canceled a scheduled four- 
way hearing on Detroit’s five 
black and white television chan- 
nels, and immediately issued con- 
struction permits to the Evening 
News Association and the Jam 
Handy Organization for television 
stations. P 

Two other Detroit applications 
from King-Trendle Broadcasting 
Corporation and United Detroit 
Theaters were not heard at this 
time. The Evening News Associa- 
tion currently operates WWJ. 


Home Directory Issued 


Prefabricated Homes, a publica- 
tion devoted to modern housing, 
will include with its June issue a 
1946 progress directory number, 
covering companies, their loca- 
tions, executives and marketing 
and production plans. The direc- 


|tory is intended as a guide for 


firms and allied organizations in 
the building field. 


Maltine to McAdams 


The Maltine Company, New 
York, pharmaceuticals, has moved 
its account from N. W. Ayer & Son 
to William Douglas McAdams, 
New York. The company uses 
medical journals and direct mail. 
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Radio Men Seek 
Means to Revive 


Chicago Programs 


Chicago, April 25.—Agency 
radio directors and broadeasters 
here are considering a three-point 
program for revitalizing Chicago 
as a network radio production 
center. 

Members of the Chicago Radio 
Management Club voted approval 
yesterday of a proposal submitted 
by a three-man committee headed 
by Holman Faust of Mitchell- 
Faust Advertising Company after 
consultations with the local AFRA 
office. Highlights of the program 
are: 


Seek More Programs 


1. That members of the club 
pledge themselves to use individ- 
ual and group influence to get 
more programs produced in Chi- 
cago with local talent and scripts. 

2. That the club invite top ex- 
ecutives of agencies and adver- 
tising managers of midwestern 
firms to a general meeting to out- 
line the advantages of originating 
programs in Chicago. 

3. That Chicago broadcasters, 
agencies, writers, directors and 
members of AFRA pool their tal- 
ents and time in _ developing 
“showcase” programs for eventual 
national sale. 

In line with an AFRA sugges- 
tion, emphasis will be placed on 
maximum exploitation of present 
talent, rather than on scouting for 
new talent. 


General Outdoor 
Promotes Robbins 


Burr L. Robbins was elected ex- 
ecutive vice-president of General 
Outdoor Advertising Company, at 
a recent meet- 
ing of the direc- 
tors in New 
York. 

Affiliated with 
the company 
since 1925, Mr. 
Robbins pre- 
viously has been 
vice - president, 
director and re- 
gional manager 
of the Chicago 
district of Gen- 
eral Outdoor. 
He will continue to maintain his 
headquarters in the Chicago of- 
fices, directing company operations 
east of the Rocky Mountains, in 
Mexico and in Canada. 


Burr L. Robbins 
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$10,000,000 Shoe 


Service Campaign 
Breaks in Dailies 


(Continued from Page 1) 
general manufacturers and tan- 
ners now are being given an op- 
portunity to match the wholesal- 
ers’ dollars in efforts to attain the 
first year’s $1,000,000 goal. 

Colonel Branch, advertising 
counsel to the association, resigned 
from D’Arcy Advertising Company 
to open his own Manhattan agency 
Feb. 1. He was formerly associ- 
ated with BBDO and Foote, Cone 
& Belding. Vice-president and 
general manager of the new agency 
is Kenneth A. Krentel, formerly 
with Day & Zimmermann, Inc., 
Philadelphia, BBDO and CBS. 


Posters Are Provided 


Shoe service shops throughout 
the country are being provided 
with window posters to tie in with 
inauguration of the national pro- 
motion, which provided one of the 


high spots of the association’s 41st 
annual business meeting in Chi- 
cago early last month. Norman 
P. Shaffer, elected president of the 
group, called on industry members 
to trust the combination of the 
P-E-P corporation, executive com- 
mittee and St. Louis staff to work 
out any so-called “jiggers” that 
pop up in the early days of the 
program. 

While the industry’s nationwide 
advertising plan is new, he said, 
“other industries have proven ad- 
vertising a tremendous volume and 
profit builder.” He said P-E-P, Inc., 
headed by Louis Ershler, Erie, 
Pa., could be trusted to handle the 
industry’s advertising investment 
wisely in such work “as will raise 
the social acceptance of the shoe 
serviceman, and bolster the vol- 
ume and profits of the finders, 
manufacturers, tanners and dis- 
tributors.” 

Consumer ads will stress heels 
and soles as primary traffic build- 
ers, but copy frequently will men- 
tion refinishing service, polishes, 
dressings and accessories. 

The association’s own trade pub- 
lication, Shoe Service, urged shoe 
service shops to prepare for “P- 
E-P” business beforehand by 
cleaning up the shop if it needs it, 
clearing away dusty placards and 
displays, tidying up merhandise 
on hand and filling in the shop as- 
sortment with goods that have 
“sold out.” And, it adds, “treat 
every customer as though he were 
the best customer you ever had.” 


Appoints Groden 

Sam Groden, traffic manager of 
Shappe-Wilkes, Inc., New York, 
has been named general manager. 


“pur ER THERE, 
PARDO!” om 


Put your advertising 
in WESTWAYS, 
the only All-South- 
western travel mag- 
azine. Write fora 
copy. Circulation, 
100,000 


i: MAGAZINE a 
on Angeles 54, California 


Sylvania Names Bishop 
Director of Sales 


Robert H. Bishop, formerly gen- 
eral sales manager of lighting 
products of Sylvania Electric Prod- 
ucts, Inc., New York, which he 
joined in 1936, has been named 


director of sales for all divisions 


and subsidiaries of the company. 

He will be responsible for the 
coordination of the selling policy 
in all divisions of the company as 
well as its subsidiaries, Colonial 
Radio Corporation and Wabash 
Corporation, and for the sales or- 
ganization of the lamp, fixture, 
radio tube and electronics divisions. 


Appoints Cameron 


Duncan Cameron has been ap- 
pointed divisional sales manager 
of the specialty division of Gen- 
eral Steel Wares, with headquar- 
ters in Toronto. 


Names George Metcalf 


George T. Metcalf Company, 
Providence, R. I., has been named 
to handle the advertising of Provi- 
dence Dyeing, Bleaching & Calen- 
dering Company, Providence. 


Cornstarch Crisis 
Threatens Supply 
of Coated Paper 


(Continued from Page 1) 


off to nothing.” 

Cornstarch is essential to mak- 
ing of beater-sized, tub-sized, sur- 
face - sized and machine - coated 
paper stocks, used in magazines, 
business and commercial papers. 

Cornstarch adhesives, APPA 
points out, are also indispensable 
in the manufacture of paper ship- 
ping bags, more than 1,750,000,000 
of which were used in 1945. They 
are also used in food containers 
and grocery bags. 

“These requirements,’ APPA 
said, “represent only two tenths 
of 1% of the corn crop. The total 
requirements of the wet-milling 
industry, which produces this 
cornstarch, are said to represent 


only 4% of the crop.” 

The statement said that the wet- 
milling industry was having “ex- 
traordinary difficulties” in obtain- 
ing corn, and that as a conse- 
quence the quality and supply of 
the kinds of papers requiring corn- 
starch will be seriously affected. 
Unless relief can be obtained quite 
soon, APPA states, deliveries of 
corn to wet-millers will cease en- 
tirely until the next corn crop is 
in, probably November. 


Need for Relief ‘Urgent’ 


“Various explanations of the 
difficulty have been advanced and 
various remedies suggested,” all 
familiar to government agencies, 
the statement said. ‘The paper in- 
dustry does not pretend to know 
which are correct. However, it 
can and does insist that the need 
for relief is immediate and 
urgent.” 

Earl W. Tinker, executive sec- 
retary of APPA, told AA that 
the amount of corn involved is 
very small, but that unless an 
immediate decision from govern- 
ment agencies, particularly the 
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Department of Commerce, is forth- 
coming paper mills will be hit 
in a very short period of time. 


Bennett and Johnson 


Named G-F Sales V.P.s 


R. H. Bennett and Edward L. 
Johnson, merchandising managers 
of General Foods Sales Company, 
New York, have been named vice- 
presidents of the company, a sales 
unit of General Foods Corpora- 
tion. 

Mr. Bennett has handled mer- 
chandising activities for Sanka, 
Kaffee Hag, Certo, Sure-Jell, 
Jell-O, Jell-O puddings, Genesee 
gelatin and D-Zerta. Mr. Johnson 
has handled merchandising for 
Gaines dog food, and has been 
with the company since 1924. 


Urquhart to Schaefer 


Edward Urquhart, formerly edi- 
tor for the “Carrier Courier,” em- 
ploye paper of the Carrier Corpo- 
ration, Syracuse, and previously 
editor of the Borden Farm Prod- 
ucts house organ, has joined the 
F. & M. Schaefer Brewing Com- 
pany, Brooklyn, as editor of its 
employe magazine, “Foam.” 


These are dynamic figures, each one representing a 


buying decision. | 


ount 


irculation : 


Such selection by more than half a million people who 


daily choose the Herald-American give this newspaper 


Chicago’s largest evening circulation. This great family of 


evening readers represents a wide sphere of influence... 


which becomes even more impressive when augmented by 


the Herald-American’s more than a million Sunday readers. 


That this newspaper has built this tremendous circu- 


lation at a time when the most complete and accurate 


reporting of the news was of paramount importance to every 


reader is proof of public confidence and response. 


For an accurate measure of reader acceptance — Count 


Circulation. 


EVENING 


CHICAGO 


yAmerican 
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Nationally Represented éy HEARST ADVERTISING SERVICE 
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750 Leading 4d Mensaid Rush the final report! 


.-- AFTER PREVIEWING THESE NEW RESEARCH FACTS ON HOW IDEAS GET ACROSS TO PEOPLE: 


Coding completed... 
2,473 tables run... 
half as many to go, 
then — the final 


How true is it that people 
co other people? h 
Right now, over 10,000 punch cards te ‘ . on p - 
sn dtiaetiteambbeen a extent? Is it true of all products—in all 


the Bureau of Applied Social Research markets? If not all—in which? 
...- whipping out the revealing and 
astonishing answers...to these questions: 


ye eee BE 
’ 


“ss 8 ee 


If you want people to talk 
about your product, who 
would do you more good, 
Mrs. Richmink or Mrs. Sinkovitch, the Cc 
foreman’s wife? And why? 


But most important if there is 
anything to this idea of people telling 
others about your product, how do you 
go about getting them to do it? 


PC 
tr 
N 
aust a 8 
Under a social research grant by TRUE storY, Columbia University’s Bureau of Applied Social Research 
has been working for 18 months, digging deep and big into this whole unexplored field of how people get 
ideas and how these channels of influence can be charted for the advertiser. Paul F. Lazarsfeld and C. Wright 
Mills have asked hundreds of questions of over 2,000 people to pile up their evidence which right now is 
being put into useful report form. 
TRUE STORY offices in New York, Chicago, San Francisco and Boston are already booking appointments 
to tell this 23 minute story. Register now, for yourself, your group, or your club, to get the “early bird” look ia 
at the final report. | 
ge. 
N 
as | Pr 
le 
FOR 27 YEARS THE WAGE EARNERS’ FAVORITE MAGAZINE RUE Tor, 


=. . : . f Pa ee o % ' “ Z ee - ig aa Bee er. x: aa = -, : ee ; ‘ 
- , - 
: 
ee. 
eri 
" / 
Li 
ee 
i | 
res : 
cee . 
td 
3 aot ko ok : 
4 Me ee gd iit ; mente Pete ge Se ere 2 Be 
ee i i r- aumeie . rid bere. oe one P rs 
Se ms So os rm , s Sol OR ne os “coogi ~ 
iS gbbeerete we ' tie i F 2 Es ae “8 ’ ee e >a 
ot .. ms a we [ ee core fe i 
Pe. a Ge : "" eee ve # pene eae i 
BaneemS S s SS eee P Pi acs Re ne 7 4 es fe E 
SES — a Sof ee ne x 
er : g  & oe . i % : { 
f . e . it : Ye eae Geen Bi ‘és i - 
| . | _ 8 : 
3 a wR ce ay ty c 3% - att tong 
: & =a - 4 ’ ae Sa ' 
e- es : f Bi: fig E P if ee x i 4 3 E i - 
se % ee . “ San * Bs 6 3 Bos am Se eee ; . 
wate a ea ae kf Betas cium? % 
tee a a ae SBS & . iy ~ anes = \ 
. Ae >) repo “es t2~ ~ 
er oe ee: i : - 
eae is aj Beate S33 oa ‘ ee Pass 
2 ome iS an a oe ‘ 
Ife ae ae = . = Ba ee oe 
- 6a: PS) a : Si ae: 7 il “ee 4 a * ee . : 
} ; 2s oe oe oe te, ei. i a a 
eet : Nees ae ég i Ee EE Slee, Se 3 ec, ce ans * 4 
: cos. Mee ae he : 2 ia omer t 
iS 8 ee eis et ee ee I Soa € Ss Fat se 4 j 
O° i bas ids <9 fe = ees Bas) ld amg i 
om # i UU i ti Px ee oe ass es 
zi oe i me : ¥ ite. $ : 4 
q : i, ae ae ore 5 ; Bs e Bi ss = eae pacsemcenaea a " - a Foros ; wo 
ae Ed ‘ Sree Bn: he 2 ee F ‘ : be 
a eee =" ae a ie fi oe ee ee he aisha Be 
a pe a ie a : othe ail ss a ia er “aaa - bie Be 
aa 7 3 — BAAN se. oe be 
ae 3 ~ 4 piste ae isin eS be 
a oy ogi he WP : ) er. Pees eS ie ie a de oe 7 ee Cee ie 
WB ae we tee te ee A oe gag eS oe : eee Ret g Ate ee Ne Ta iy bh ice . Pe 
sabia 2 ee mam ese nae ee : ee , : Mee SG. Si es Beton, Avge ene sree ee 
- See ee Rn, oe pe oo @ ee ee eae on etre ce ee 
ar emnmion e a Ck et ee Xo an icy 7 4 , : = : cm diieciis e oas Ee ne ¢ ihe i yee | fe 
wr a eats : BA ie aaa see ke = Te eae a Cee e be 
iS a e ee ee aaa Cae ee ae 6 § EOE ERS Sl ee ee ee 
Pik SNe eS . Bi a graeeiore 552: a oa eta RMN ig: Bee CEE SC See go iin é 
as Etacas te : pod re, ™ . ‘al renege L 3 : a : ee ViEsiat ec acy iui 
; '" & Te it Lo area is oe #4 ae ‘ ‘ $ am 3 ae ni aad 
JS eel, ee Sti(i‘ié«é 
git ee. oo ee ee em a sal ee sii cr Eees * he ee ee % 
as er ee. So —- ’ eae ial ‘— i Cs ‘ ‘ 4 aa raG x Be ae es ee 
aad - . Gee oS & 2 ae eee 4 Ee —a 4 
aeste oe ESS Sec a iy er ok. igs: oe te ee ee 
aes = = SRE : ; : a. as ee ee a? (3 2S + 2 a 
by : = 5 RRR Se ‘ e 5 ae ans j = he ae e. a 
tee ESR SERS | Pa : y fe es 4 eta ae aes Wc ee 2 Y 
pees ce ae : 6 ok c : ‘ E = a Se » i cee a ac pia Ba s ee ie ee % bs 
| be ie ee - . nail ee me ee pore IZ ; me He Bae . ee - ait : aoe 5am Es ae fee ee 
Le ee ES # ies a. : ee rae . 4 z 3 a ale 
sr . git ; “ ‘s ‘ — Pit . és hg ia — = : : 
Saas ae re ;' “—“.- . % e 
eae iia gee ae | i : 
ere =r , ; a ae 3 &. <a i 
_ ee i :° See ae Vie z Pak — ge ae , 
Sane ; : al q bs Roe ES iscans — Re. FD 8 
pee } + aie te : 1 Nae eo. ie Fe ete Le 
rer \ ' ————— 3,5, ean cd oe af a. 28 ‘ i ’ oe 
> koe 6 cy, a ae a ae = aes Bor >>: 3 eaten get Sa } eS 
: Ww ei ie Raiding) -..- 1 lar eS. me ae a” Seo St | ; i be 
M a re i uli ee e.g j be 
ed _ i ie i I i OES Fe — ~ 
mee Be UNSER Se aes a iii, amen he ite Os ES Ee Re BS sat Boh, a Le eee ae. Sages fee Be ea > bee: 
eee 7 h lees . a4 Sa wate 1 EE ae eo ee ee gees SS See = SERRE See Be | Boe 
ee see wie iad, et em i aan oa . ee fe Oa : 3 
ks Sa ee MS a ile. - Be bs 
a ai aie Sahil oa ee Paes Re ee 3 oe Pood ees i bes 
— er, ee ee ee me ~ arias oad at) ee ee oe a : 3 eS 
‘ S : ‘ So ae ; ES aes 2 = ee ee SRS aaa corse “a Saas : 
- Le gee | ee a ee oe ee el ee ue in aoe: ae be: ae i 4 
coy —— ee — ee ee a, “Sf a 4 
Cie Figs okey a eee eh ARE et aaa ee: a : ee 
} - gas ie . a ae ss: : a ny a is oo ae , & 
ait il = ae Pa eames: Rae ee a Ph. << rea erg ee 
. Ee 3 ae i aa a. : nt ies SO eh ee pa ere a Eee ci a ere 
P : Pee nr aa al" Pee ee ee ee 
: i cA ee ee Be ee Re an aa Reeser a EN sears ———— ae = 
é F ee OS cc Fi faa ak ee  ——-s ee fae sage Poe 
ae Ee is : : Bette. ye ie Be eee ee AY ie oe es = 
ret ya Pe Siar ats Jerry 4 . we a eee a ee {2 | se OM ee siete (i 
mh | Ff SS BS SE Sr eee aerlacere Nees r ; i as. meee es Ce (Sn aeik * Bee Pa es ‘ib if sapere . a aes va: 
ae } I ae oy 1 a SS eee — RB ae 
a a rr os eee BAe kw 
Be oe ; cc ee ae ee et eae: CEL ee ey a a ae | eee cok S32 hy . eee i | 
aed 3 = oe bight vor eee ee >, eee Te eee. Ri § a 
Eee + Sco eel 7 Toe eee ee is Sd. . ee? c. ee ee ; ee THE: f. a meeiit 
Ties i ape Re tarts” .  t pene eee ea i a ey gee eee ee 3 Soe «ee i se . , Ret eR 
eat 3 of aerate LS Oy Pee, Br shat sta te 7, RS ae eae 22) ne ae Sg. RRR. Ree 
EE ins . oh aa eee f ae ire a eee eS gg I se PEE 
ae ; 3 SR lnk i ia Se ete pie, ee 3 pias" rem Rs ae ; 3 \ — ae — (ws ba | aa PRRs 
Mo : a Se 0 ain eae Wen 7 See na. aes “es ee FEeeee  % 4 4 $i tek St: 
i ‘ eee : See ete ecm ttaare 2 f ie = seule a eae Pe ine: eres it ee 
| ; . " oe , 4 ba ta ay = e ae PSS TREE ; 
: 3 oo Mette 8 Ss hs) hk kt | 


Advertising Age, April 29, 1946 


PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


ee 7 vee oa = = 


COINCIDENCE—Frisco Lines and the Missouri-Pacific Railroad, both of which 
compete for traffic to the Southwest, posted these similar 24-sheets in St. 
Louis to announce that they are ready for peacetime freight traffic. 


POOR RICHARD AWARD—John S. Knight, publisher of newspapers in De- 
troit, Chicago, Akron and Miami and president of the American Society of 
Newspaper Publishers, was awarded the Poor Richard Club's citation of merit 
and medal of achievement by the Philadelphia advertising club April 16. Pre- 
senting the citation is Robert McLean, publisher of the Philadelphia Evening 
Bulletin, while J. David Stern, publisher of the Philadelphia Record (left) looks on. 
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NEW NNPA SLATE—Here are the new officers of the National Newspaper 

Promotion Association. From left to right, seated, Frank Knizht, Gazette, Char- 

leston, W. Va., treasurer; Lawrence W. Merahn, New York Sun, president; 

William S$. Eager, Montreal Star, vice-president; and Bert Stolpe, Des Moines 

Register and Tribune, secretary. Standing is E. B. "Bud" Foskett, New York 
Post, and past chairman of NNPA's awards committee. 
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 Rucist) & Post Berek 
GM Wage Agreement Reach 


PAPER'S CUP—Shown above are the 

March 13 issue of the Post-Bulletin, 

Rochester, Minn., and the F. Wayland 

Ayer Cup it won in the l6th annual 

exhibition of newspaper typography 

held in Philadelphia by N. W. Ayer & 
Son (AA, April 22). 
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‘ORACE—The impeccable valet, 'Orace, 
takes charce in the new promotion, in- 
cluding magazine ads, dealer helps, etc., 
for Boston Braces. The trade character 
was created by James Thomas Chirurg 
Co., Boston, for ‘Orace's employer, 
George Frost Co., Shirley, Mass. 


TAKE OVER!I—As Lawrence W. Me- 

rahn, New York Sun, left, new president 

of the National Newspaper Promotion 

Association, receives the congratula- 

tions of Russell Simmons, Cleveland 
Press, outgoing president. 


TWOSOME—Kerwin H. Fulton, (left) 
president of Outdoor Advertising In- 
corporated, and George W. Kleiser, 
president of Foster & Kleiser, are 
caught during the National Outdoor 
Advertising Bureau's luncheon held in 
connection with the week-long conven- 
tion of Outdoor Advertising Associa- 
tion of America in New York 


U.S SAVINGS BONDS 


Sk 


NOW BACK YOUR FUTURE 


CONTRIBUTED by the outdoor industry, this poster will be used in store win- 
dows and will be adapted for 4,500 24-sheet posters during the U. S. savings 
bond test June 6 to July 4. In addition, a conventional 24-sheet will be avail- 
able for sponsorship as a poster, car card and window card. 


PARTICIPANTS—American Association of Advertising Agencies executives par- 

ticipating in the National Outdoor Advertising Bureau's luncheon, tendered 

during the recent convention in New York of the Outdoor Advertising Associa- 

tion of America, include (left to right): James O'Shaughnessy, past president 

of the 4A's; George Link, attorney for the bureau; Frederick R. Gamble, 4A's 

president; and James H. S. Ellis, president of the Kudner Agency, who was 
recently elected secretary-treasurer of the association. 


CONVIVIAL—Enjoying the National Outdoor Advertising Bureau's luncheon 

are (left to right) Harold A. Rockwell, vice-president of Outdoor Advertising 

Incorporated; Thomas Slaugh, manager of the outdoor department for N. W. 

Ayer & Son; J. D. Chappell, NOAB vice-president and manager of the San 

Francisco office, and Clarence Jordan, Ayer executive vice-president and mem- 
ber of the bureau's board of directors. 


ANA MEMBERS CHAT—Talking it over at the annual convention of the As- 

sociation of National Advertisers in Rye are, left to right, H. L. Spindler, Ameri- 

can Radiator & Standard Sanitary Corp.; Guy Cyr, Noblitt-Sparks Industries, 

Inc.; C. H. Reinbolt, Jr., American Central Mfg. Co.; H. W. Hitchcock, Packard 

Motor Car Co., and chairman of the ANA membership committee; Fred Wahl- 
strom, ANA, and C. D. Barradale, Bennett-lreland. 


fie at, at z E - ofan 
BSS horde ew cee er — . j : ca ; ee 3 
pe : a Shakes ey ad . ’ a me “7 Bri Man es * : as Se a at) 
ue ee 
, bac 
Ss aR A CK eee a ee es ea SES ST ae 3 . page” 

a SS SO oo Se ae : oC Se ny Ber es = a ee es 
bee Se Sk Ae oe et een Sm SE — SRS ee ee eee 
og! oor Pgh eee ae age eo. ae ee 
as eee Le Oey eee SES < : ( 

Saas een ee < : ee 
eee See GSS Ree ce oe a 
— Gs ARG Se erin 
Se aes L. = phe 
Sees ae Ss mk & — 
4 Rees ae . & . . ote a B= 
 : Se. : alk, 
0 Soe 3 rear ee See ee “Ss ties te ii 
Re . ie & Beets cua — Se . es os 
; cpa Resa he coche aS Se cee Ss ioe 58 eae 
< : Be; ee a ss . = = pee yee 
: : BSS oie BS See ae S88 eS Pee : 
: mo ie co | c nS 
$33 x $ = Se fo SG U e re : i i ot 
Be a Ga as Be FESS Se Bees. : S ee sae | 
a Race Race. amie ‘ x oo SS SS a8 ‘ Ss e <a et fe eae 
ee ‘ Fs es . eR eS =e : . ee 
oo.) ‘|b Be = — es Ah oe 
3 , i ES ae aS : : RSS x ee ee 
i ie i GR Os ae : ee 
ee ie 8 Bi Sa ae ce Se y SEX eS oe Ry Rey SS : cs iad 
See ial ef sw ae =e SASS Sa sek . = 
et oak 4 Eg WS Sk RE RQ : : 8S See fy 7 
3 se , ac a © Sc SS SERRE ES BS : : SRS < Se 
: Se q SS € SS = ‘ SSS SS ASSES S 3 . * Se ESS S 
: S Se Eee S X SS gS : aS <a 
. Le - . . + CUR / 
: < R : 
werssses eiaueiae ; ; , lai , ee eae ee Se ‘ a - S & .. : 
: % ; Sis Oe el sea & 33 os mF ” | my 
: ae ik Pars a RS : x : tS * Ba 
) ey =e nn Be ow : P ok 
: Swoon ee ae SORT ee r) oN mee se BS x ves eg 3 Sere 
: es ESS SS eer Reem ee eS a TS Ne ee a Ss : Se eg : < a Behe #- 
| ee Po ae ee we & s\ mae 2 -  & . #3 say 
; ee ee Coy ae ee sls . \ a ad eet te a , eet 
{ ‘ SS: Be ve ORG RS Sees oe ee eanos as ont at at Nees = ye = ss ee a poe . BS ok . at 
| eee GM ne ROR EERO inc 22, : = 5 
en oe pe eh tem geae A ual eres | | is a 8 R % Fs 
; Ke . i A a eet “ Bs Ge ea =< << @ See caret 
oe. * Re eee iS Lae? 4 ag x x eS ger: See oa Ne le 
: Aes eS, yr « €. Ce ae een saat < ee = Sane 
| ee RS ag : < em Miss p Srey eee cn ewe e & Be is ie ee eS Ee a : 
5 REST eS eins: Se Geren ee ae i : ae eer ie ci 
S : > een Se ge eee Se a ie Pe aes — ; E  < F fis OR Oe SER en <a eet 
: sk ii -  s Ss ce Bae ° . ka Shae 2a shee keer ow ; 
} xe ee = “q ¢ Se eS Se 
. ff wale + eR oe See ale ear Sr ee eee aoe e 
a , sr ae s Br Fe 3 Se ALT ie 0 aS ie eee a me . = eee ea fee 
; Ce ae eee wot = (SEROUIS-SAN FRANCISCO RY. aint. ~. a, ae a 
4 Si es Ria es 3 LiL RS rae a so Seen a Ps 7 er y Prem ere ER 
i Bc a ie OO A ges ns sk eg : Seay cart SS Pe a 
; pate ae eS ee tne Mam ees iy qe See aa ee at ee ‘eee Pas Ae as na 3S See 
: Bi MAE Sem nr a UE a aera " . eon De vn aes ee ae : a ae ey 
5 4 ae, ba ie eee vod eae : eis a : Syae ow GRE Sak Px ‘ ee ee * ea tn 
| ae a bas eae } we ag : ya ot eae 2 Pe ey See ao. sae 
evi a Ca a pg Bo eerie « al ' 5) eS | ta %oe ‘ rire stns eS So eas , CURE) eee CUS Be ial 
WAL: a, 3 i a Bs al z ; 3 z es be Aes PH4 RE 5 Prise ie ey ad yicscpts s) Agccaieeaae Bee Rees Rt, oS SO wigas SR See ais sus 
; - Ville, FOTO COLON Goer. ear Ge OL a ~ ae ae yaene iMakr. gs te Hi Sates | “ Beha bs : i... Ha es 
i ) ) Paes aetna; fA j ged ee Nees. 
Ps Pee . ‘ ; : x : te 4 ; aE ee : es a Se se ies eee = 
: iy hae 2 le Shedd 2 at 
' ie Teens Bigs Eh PAR eeeee at ieee ‘ 1 
e * ' mee eet, oes yaw eS HE — ; menor naan 
; ES ae eye = sear mtg | ie ee eeR y ; ae 
fe : Ee be ’ iat ve eee Oye Tt Z i 
af‘ e(missouni\$ > -Via8 o 
; - hae Shame: + 4 Pe oe es es F H ee 
§ aos fh 2 tea f 7 eae ps. Se ae $ “Sea 
i: a SS ae PACIFIC ees eS eee i a * - e a ee eee f a 
E * ESS ; ss «aaa sirsrege rest nee Oe : ee i cite 
; ae es LINES ‘ Riis Se ae i ess 
5 ve ae stb : aes HE ES Ee oe ee # i eS 
i Seger Tpke Te a ee ah es é BASES Ry qeptechict ts Hi 
eee ae LS RRL RO ee rr ” a, 1 ee ‘ : ty 
Fs : Pe ae te iets © pasion Bi 8 ae Ba ’ ue ra pres 5 sa . . 
é Me ee eke. ee 2 li tate Oe aging erg ras H fe eet fr ‘ Sa Be pa ae Seo ae ° 3 3 
et errno cE CE ¥ | ee Aa Beit ee sw gk we 7 2 iis 
eerie ape - ee Spied pe his, + 8S 3 b fer, 4 ait EH Pe TRE ET OS eta erm CEH a eo ee 4 = SS, a wee mi Fan ect 
a a ee e STF vet oi Rat} Up Sties ee Tes aoe 8 —- i. =| ee = al Ba ie SG ae the eek cls 
Roesss 4 ati Lstige aes Fonz, Pann ie eS S. = re F aan ia: ea has als 
fe atid Hei Meg 3 Mites : a. sy  - , is ' ae 
tof ; ; oe, Some aie ais es ss a Se : x ey ’ 2 
shasieaiis Re tiie rk re Bee oe j ney ie Bek oe 4 3 : 
va ve : / bes ‘oe al ee 8 Bs. 4 Tee % ae 
Pte Sy : ES Sa oo SH Nm a ae Ps aa ‘ SE eS i 
* . Pipe oS coils es. aR ea E SS Ba: Ai ae S: aoe ee 
| sch iy a ee ea. 3 Sa ae ann ities peo: 3 : oo tk 
ae. Ree ce Rea £ es a it: ef Bee ee 
7 ce ° eee és SIs £1 i3 TL TEST EEE EERE, Te GREE TE a sere ig eee ee RE ea Ss OE es » pe Ss 
j ee ei & 14 ne ee is ee. a ees a a ae * Gaeei f ore Oe a OP ER Fea Pe 
. - 4 ei Me eS Ce a le eee hen de 5 oe , Be 2 eee : 
: ee aes oy. ekg — ty Z _ jou a Bee ‘ae baie. 2 Sa rr eae. ct ee i y 
og Se oe ES a OES Cee ED f° pe ee] Oe a ee ee ee : 
j ee Be Be ae Ss tie vimana “aoe Be Fi Bae eS ete on eae. kis tea ¥ Ree ee ae Gece e oR oe Dae ae os eee 3 ig ae ced Ate 
i ie ,-% eee eee . ee te pe. LR ae Vg. ee ee Bee Sak : ae saa ge a 
= ee ee? ei . ¥¢ ‘> ‘, ere iw — Ae a ae eee Sy ae See ce ; .. ‘ mee Pi 
; oo ae Bh. mee : ge See ask ae ie ss ‘ aS ae a uae ae Bee 2 Pak z 2 ec: 
q . at RE * , az Fe ge ‘ PORES Bo og ake aes a net a eae OE os ae es oe 
; a 4 oe 4 + ee ‘3 : ia pease: ee a aS eae ead Be ae Toy oa "23 ere ea 
i . i ret be fi 3 : 4 ee ae 4 ee a et é eo ee Sas: ee se os PRIS Ye Si" Sa Bas pee 
4 ; Loe Re rae yo | ee aes ; y ae & j 4 bee eae Bcte Se ee oh ee se Oe. ge: Oa caer ve Bese Sc ae Oe ck Na ae 
is $5 ail Me , 5 4 E : ak So, a Nama RS gS Ss ee eam kt, Oe es Cte 3 Sion peck : 
ae (2. (te bee 3 ‘ es ee : : : A a ee a eee — ae 
- ‘ # # a ~ :; RE ‘7 ; 
4 i 5 a te (eae mE IR ell, eas 
& 4 hn : 2 4 #. % eeu lea ie : ee es 
E : , i ee = ie te a ; & { Baa: Ee & Bs { 7 ae 
' - See Pn a a. % “ Be Oe ee: ee a Be i i 
Be tie ee Fre Ee ee # 3 , ae iy A fo Be? a pr ia 
% . s a "EO te Spe ee : Be pase) ayes ae ati F MORE SB wrt G 3 ‘ 
re : if ee eee Poeere al iat na oS Saga ae ay Ps | F & % a] i ; 
? yh 4 Oa BOP ree eae ta ges tk Gk eee ty j : 1 4 : ae 
oS Ee ie ee Pee it Me a ae a ee a cae, 4 a 
epee SE : sep sree PE, ll : eee 4 Bee: Be g ca 2 eA a 
- Se es ; eae ee {4 WO 4 gE Bes 
ce ie ge eee eae , See ae Fea a alee Be: a ti ‘ - ee 
ie eT} “ee ae LFA 9 ea 
a ee ee * ' ae meee ei : Wee Z , 2 rae 
us BS mal ie eae = ote ee Me F % el 
: ae ~ Soak 7 Ai : : ee sy ee His) aes Be ae as 
Tae a ee ee Ber os eae Se ee eS ¥ 
3 ee Ca, ? : % * Bi mee Be oie eee eee! oe y 
. ee » sear ee a 3 es s pi ME eS PES 2 Soe eae: Peg i ee 
ea Oe ae. TS ‘ See Pia oo, oe tee a ee rae ee 
“ es es ae ae 7 SaaS Os + eae ee CR 7 a Ra ye ae Mathie: ieee Tea 
oe OS SENN ee pemee ee. res ae : ; 7 
ON Socks da sem Bebe = cor ieemnees we a. ES! Fe a ee Poe bp ET 8 : eee 
eae - Re og : fe Sse ge ifs nae rs RN aS a eae ee ra cigose, oS 3. fll: AGES peek oie : 
wae oka (ame Mice teat) oh eee ; : — Be oe ae pe 8h a ao eg eee cdi a Geshe a area a eh ee Meee 6. ae Bbcs 
Ae . a” ee eee: sie i ee ee lv as eR Oe ay” Ch Gee ae pha 
. eee Fe Se eS a wi ; Pe he ice te ae is — ” sg Ree ar ura SRN SA eseaea in a are Stet a 
‘aes CEA BRS eae Mam Dy fas 2 . % F pe No Sg RY SR rma es, 2x i ga pa ae Be EO ae eB a tere el ee ae be a 
oie be ee ae i ie e cnoee Ay E , io a RS: sie eee 4 ES Se $e ‘ : é aah So Care OR Pe gener te Rae Boe hee orca Fs: i see 2S ee and - rou 
; ———rnr = ee ee ee oe of i ES “ me : ee a ian ie eed 
ce oe Oe ag crs: Ba ee : : oe 4 Ses al a i es a sa 
a a eae is % ie gy oo: 3 ae : ” oe = <i Rif si ; 
Fie a ay ee i i —_ a Sage. 
En Sein tag cgaee ; fae 3 _ 4 ae Bae ea) SS: 4 Baad ee , ee e. Be iin By £ a 
pO EE ie eee oe Be: 23 bite. 4 Bie  § aaa ees es % - Y 7 Bs: ; eB’ ee i 
EE EE EE aa ae tt en 7? Rs eae * -¢ ii 
Be eae a oe _ ee Ge ta Bese oS Ce Mii J cy oa ‘ es nal 3 : gee A 4 es ag j ee: ae oe, ; is a “ 
ae ee 2 > a GER eS a 
3 ee, OO e.g ee: 
5 a RO sd Se ie MMM he 5 oa Be 
ee oe ie ee ia i Ga. a ee ae al 
iS gee. Fe .. poe : SN 7 ke re ‘ , vs 
(le ee ee 8 i eC oer ees 4 es 
Cag > alias SES Soe eo fee Pee ae ‘ 
ee RES ae ee ee me Ge 
pepe ying snammeesmmamesce te , nininiiiaeiieidiaiemee - Pe ae a oe a 3 cea Cee f -- Bess 
= ee ee a me & ; sk a aia a ame eae a i. eke 2 ae, Megas gm Pree.” es : a Ch eine aa 
Soe cae % eee Sp ERs B & Ss a ar a ca li Be ae a as ae ip (eee ee Mes Fae Bee ps Bee Bae | he a ‘ 
ee >, eee ; Se ree ee ee poe ee * Sissies = eae : ct. eae cae re ee ee BOO 2 si 
ye ee i Pe Eli me ae oe Fe bens 
ie ae —. es : Se 4 ae ae ig ie ps ee 
ss get Ce ge Bee iii Pa ee ors he i ae 
ae ee . ee i = ee ee ve 
sities nae a a Pe see | 3 Be see ae Se alana ca Bes: — 
So — aa a a Bits Seed Be i ii 3 ge ae eP fie pos eo ad Sage ap a aaa Be ne. 
as Pa SM ia a a peti cote Boo, & Zoe a ME a Bi Be: 23 2 I a a ae 
Berea 8 am a pom Rigewcs a Prd ‘3 oe Saas ee RT a a ag i ra Bes 4 TEE See oN 
Bae fe ™~ “ a F, pce REtimee -. Me es ee | S, ego Ee 4 U age Be ge ae 
fee ee 3 _ a 2g 5 ; ° og a ee ee ae Soham % s ‘Sere Bi al teat i : 
me ip ee ee di | a 5 Me 2 8 —_— ca ‘Digest 
oat 47 Fe 2. f ae oe? ee ae ee : ay 
ee é a ee a 2 ne aa . ES sc. a #3 ee as LE Es y i nS 
ee i _—— a ee — ae 4 a : as sg i, Same # 4 ak 
— i ee ey ca eat . ig _ me "eg se Pisani ee a Be Ee @ Capes 
- os a oe es a 3 i ‘ Saga. ae ee ngage Sige ee a ee 
4 a ae as kat 1 a ; es "4 : Be ea # erate 
e ee. 3 anes " ie a Se, 3 4 ‘ 5 ee 4 
b di ek: Gee Se ee Me Te Bi Z é , en Lu ‘ is 
ME Ge aoe we a ' Sing Se ons a > Pec Mar ea 4 es “a te a de + s 4 ies ee , 
ea ge oh igi ey ee ee 3, beg 2 oe €p iy pie : 4, "Ei, Cree 0 ” . 
> 6 eee ena! S pa ee es i}, geen na ae eee i a icp get i ; IGOR? og if RY : 
‘ ' eee ee, fee ee s oo Ee 5) eee fan, >: dedi CARS ian Z ¥ a g % % se ve, 
MI Po ae Are > Seems ee Re S eo 2 Rea, Same i i ‘aa AY : 4 ti, : 
| FF ee ee Be emery oe ee e: Bi oe eee: cee ope A f eee ‘ nd r ~ i i r 
OS cg ie segue See Sea Be sats aie é at a ty ae oe : Se cil ee oe © : Se j : 
Re oe sparateeke Fa See is tee 2 A Fas F : ¥ g S% (ok Pig hie eigen «. ae - + yA an 
Sean a P iy pee SPE ae es bi Zz oe te: & : on . ' es . d Pe a! ° 
See iat ee ee i t aa : cee ir a = ; vr, r « Pid 4 
| Pee ee Ba Se SESE Ss la” . es ee Ge yo > ee ¢: : We if 5 Mm ; 
ee ; iy Sf Bee es ae #5 er. me Sn iat | gs S RASS Fat pei oP 4) ‘is a: $% ‘a 4 Z 
eR a Ki pet gO RE a a a E Set PE ge J t : aga z ‘ a j 
is ae ve i ™ - 
: a og te : i, rs E 9 4 ; 3 
cia ¥ > ’ , ta is. tae es. 5 4 f 4 . 
; 4 ad eo we. | de d 3 j 
4 % ae 4 ~ 2 . eee | 7 A ~ ms ; 
; Gz a " * J ia 
: Ze nes i “a a, jh ce ee 
I ie j . ie 4 : = ‘g) J 
MEE og i < Gets: 4 pig aati Sea ie 
ORO ‘ VO ag Bee 
= in 
: 
4 
t 
< 
ry 
Shine aad bi yi Ms ‘ ~~ ’ ey t o pa 3 rt Fi 
. ~ a " + > oY, hse of Mtg arias. en ’ "i $ . P 


would You 
climb a ladder with 


You may think that the newspaper with the 


greatest total circulation offers the surest ladder 


to sales success. But unless that circulation is 
concentrated in your market area, you'll find 
yourself on a ladder with rubber rungs. You 
can’t climb to your sales goal unless your adver- 
tising reaches customers close to your retail outlets 


—readers whe can buy your product conveniently. 


Advertisers are on firm footing when they ve The 
Chicago TIMES. It goes home to 492,490 families 
each evening—a readership equivalent to 100 per cent 
family coverage in cities the size of Los Angeles. 


Detroit, or the entire metropolitan area of St. Louis. 


More than 94 per cent of these families are concen- 
trated in Chicago and suburbs—close to all of 
your retail outlets in the metropolitan area. You 
can reach them through The Chicago TIMES at 
one of the nation’s lowest milline rates for evening 


newspapers. 


To sell them in Chicago, tell them in 
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